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FCC Begins Study of 
Widened TV Coverage 


‘Amicable Move, 
Foote Says of 
FC&B Separation 


Plans Business Return 
in April; Lucky Strike 
Not Involved, He Says 


New York, Oct. 12—Just a little 
less than eight years ago, three 
men—two of them relatively un- 
known in the clubby agency busi- 
ness—were engaged in a gigantic 
undertaking: The purchase of the 
physical assets of Lord & Thomas 
from Albert D. Lasker, one of ad- 
vertising’s titans, and nailing down 
the agency’s $25,000,000 billings 
(none under contract) for a new 
agency—Foote, Cone & Belding. 

The triumvirate held the ac- 
counts, added new business, and in 
five years hustled the agency into 
the $52,000,000 bracket. It opened 
new offices, spawned an interna- 
tional division, and participated in 
one of advertising’s most notable 
imbroglios—the resignation of the 
American Tobacco Co. account. 

Yet last week the agency, in a 
clipped announcement, revealed 
that Emerson Foote had resigned, 
and that Don Belding would su- 
pervise the New York operation 
just as he had since Foote took a 
leave of absence last April because 
of his health. Foote’s stock interest 
has been purchased by the corpo- 
ration, and the agency name will 
continue unchanged. 


s But Foote was only leaving 
FC&B. He still intends to make his 
living from advertising, and will 
return to the agency business— 
possibly in April of next year. 

“I have no intention of doing 
anything else,’ Mr. Foote told AA. 
“I feel perfectly well now [he has 
been ill for the past six months] 
and my doctors have given me 
clearance. Mrs. Foote and I are 
going to Hawaii, and after a long 
rest I’ll be back.” 

“I originally intended to take a 
year’s leave of absence,” he said, 
“and I may not come back to the 
agency business until next April. 


(Continued on Page 68) 
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KAISER-FRAZER PRESENTS—This four-color spread in the Oct. 14 issue of The 
Saturday Evening Post lines up the Kaiser and Frazer models, led by the new 
Henry J. Incidentally, although Kaiser-Frazer Corp. has requested that the period 
be omitted after the initial J’ in the Henry J, a period slipped .into the car's 

name in the reverse panel (upper left). . 


TV Boosted, Fortune Blasted 
at Four A’s Pacific Convention 


Coronapo, CAL., Oct. 12—Tele- 
vision got a boost and Fortune got 
a rap on the knuckles from speak- 
ers at the annual convention of 
the Pacific Council, American 
Assn. of Advertising Agencies, 
here this week. 

Fairfax M. Cone, chairman of 
the board of Foote, Cone & Beld- 
ing, Chicago, and of the Four A’s, 
told the meeting that not only 
would television eventually be- 
come the greatest advertising 
medium, but that it would again 
place a premium on good adver- 
tising thinking. 

“Radio has reached its zenith,” 
he said, “and television promises 
to be the greatest medium of them 
all. But radio did something very 
bad to advertising copy,” he added. 
“Playing, as it does so much of the 
time, to tuned-out ears, it has 
placed a premium on advertising 
dollar weight and endless, drum- 
ming repetition, rather than 
straightforward selling. 


a “It was radio that brought out 
the ‘gimmick’ in us,” Mr. Cone 
said, “and the tricks have over- 
shadowed pure persuasion. When 
I say television promises to be the 
greatest medium of all, I have in 
mind the opportunities it offers 
for straight advertising. Good ad- 
vertising thinking, good copy and 
good selling never before had such 
a chance,” he added. 

“T have a hunch,” he continued, 
“that all advertising one of these 
days is going to be judged in rela- 
tion to television copy; is going to 
be judged on how well it tells the 
consumer why it is in his or her 
selfish interest to buy the prod- 
ucts advertised. 

“It’s going to be judged once 
more,” he concluded, “on the 


54 
strength of the reasons why. It is 


going to be judged on copy proper- 
ly presented—and the consumer 
will be the judge.” 


ws Jack Smock, vice-president of 
Foote, Cone & Belding, Los An- 
geles, told listeners that agency 
people, media men and advertising 
managers alike weren’t taking 
without a murmur Fortune’s hefty 


(Continued on Page 4) 


Several New Foods 
Shown to Editors at 
AANR Conference 


New York, Oct. 12—New food 
products, and new ways of pre- 
paring the old ones were paraded 
before some 150 of the nation’s 
newspaper food editors by more 
than a score of leading manufac- 
turers and industry-wide groups 
participating in the seventh an- 
nual Food Editors’ Conference, 
sponsored by the American Assn. 
of Newspaper Representatives, at 
the Waldorf-Astoria this week. 

Kellogg Co. introduced the visit- 
ing editors to “Corn Pops,” a new 
ready-to-eat cereal to be marketed 
next year. Gerber Products Co. 
served its new orange pudding, 
which will be in national distribu- 
tion by the end of October via the 
regular Gerber campaign, at one 


(Continued on Page 8) 


4-Game Series 
Too Short for 
$975,000 Backer 


New York, Oct. 11—The Phila- 
delphia Phillies were not alone in 
their disappointment that the 1950 
World Series ended in four games. 

Gillette Safety Razor Co., which 
paid the broadcast bill for the 
most expensive games in baseball 
history, would have preferred a 
longer series. No disrespect is 
meant to the triumphant New York 
Yankees, of course. 

Asked to comment on his com- 
pany’s $1,000,000 plus expenditure 
for radio and video coverage of the 
baseball classic, A. Craig Smith, 
vice-president in charge of adver- 
tising, said: 

“We are disappointed the series 
went only four games as are, I am 
sure, millions of baseball fans 
throughout the world.” 


ws He declined to say whether Gil- 
lette considers its money well 
spent. Sales reports, which will 
weigh heavily in any reappraisal 
of the decision to outbid DuMont 
Television Network, reportedly on 
behalf of Chevrolet Motor Divi- 
sion, for the series, are not in yet. 
Sponsor of the baseball event 
since 1939, Gillette paid $975,000 
this year for the AM-TV rights, 
with $800,000 of the figure going 
to the latter. Video rights for the 
preceding year cost $225,000. 
American Broadcasting Co., Co- 
lumbia Broadcasting System and 
National Broadcasting Co., all of 
which carried the series telecasts, 
reportedly chipped in with $50,000 
(Continued on Page 65) 


Last Minute News Flashes 
Simoniz Launches Fall Drive Through SSC&B 


Cuicaco, Oct. 13—Simoniz Co., which recently appointed Sullivan, 
Stauffer, Colwell & Bayles to handle its account (AA, Aug. 21), has 
launched a fall newspaper campaign for Simoniz self-polishing wax in 
179 papers in 125 markets across the country, using 1,000-, 640- and 400- 
line copy weekly in each paper. The drive will run through Dec. 6. 
The company is continuing its local radio shows in New England and 
five major cities across the country. 


GM, Eatmore Cranberries Join in Co-op Drive 

New York, Oct. 13—General Mills (Betty Crocker’s ginger cake 
cookie mix) and the American Cranberry Exchange (Eatmore cran- 
berries) will cooperatively promote the two products in Today’s Wo- 
man, True Story and Woman’s Day; 500-line ads in more than 125 
newspapers; and three radio programs: “Betty Crocker’s Magazine of 
the Air,” “Don McNeill’s Breakfast Club” and “The Lone Ranger.” 
Batten, Barton, Durstine & Osborn is the agency for the Cranberry 
Exchange, and Dancer-Fitzgerald-Sample handles Betty Crocker cake 


mixes. 


Admiral Steps Up Fall Television Promotion 

Cuicaco, Oct. 13—Admiral Corp. has increased its fall television set 
advertising, adding local TV shows in San Francisco, Nashville and 
Detroit. Cosmopolitan has been added to the magazine list, which 
includes Collier’s, Coronet, Look and Time. In addition, the company 
will spend $1,000,000 in newspaper ads in all TV markets this fall and 
another $1,000,000 on co-op advertising. Cruttenden & Eger is the 


agency. 


(Additional News Flashes on Page 69) 


Commission’s Report 
Reviews Its Stand 
on TV Color Systems 


WASHINGTON, Oct. 12—Having 
crossed its own 38th parallel and 
given approval to CBS color tele- 
vision, the Federal Communica- 
tions Commission turns Monday 
to the second phase of its televi- 
sion hearing—the problem of in- 
creasing TV coverage. 

Beginning Monday, FCC will 
spend several weeks studying a 
plan to supplement the present 12 
very high frequency channels with 
42 additional channels in the ultra 
high frequency band. In addition, 
FCC will consider stratovision and 
polycasting—both designed to in- 
crease range of existing stations. 

Expansion of TV service was a 
major consideration when FCC 
decided two years ago to stop all 
construction, and re-examine the 
TV _ allocation plan. Chairman 
Wayne Coy believes another six 
to nine months will pass before 
the proceeding is finished, and the 
construction freeze lifted. 


@ FCC has taken the position that 
broadened coverage cannot be 
considered until the color problem 
has been decided. Staff members 
say the characteristics of the suc- 
cessful color system are a major 
consideration in working out an 
allocation plan for the present or 
expanded supply of TV channels. 

In endorsing CBS color, FCC 
conceded that it would have pre- 
ferred to delay its final decision 
until it had another look at other 
developments, but the commission 
contended that the CBS system is 
the only one known to be satisfac- 
tory for commercial use—and that 
time is working against it. 

As more sets come into use, it 
becomes more difficult to adopt 
CBS color, FCC said, because its 
signals cannot be picked up in 
black and white on. existing sets 
without addition of an adapter. 


e# FCC said manufacturers are 
“unable or unwilling” to suggest 
any way to maintain the status 
quo during a period of further re- 
search. “Accordingly,” the com- 
mission said, “we would be dere- 
lict in our responsibility to the 
public if we postponed a decision 
any longer.” 

Nothing in the decision requires 
a telecaster to put color on the 
air or a manufacturer to produce 
color sets; black and white is 
continued on existing standards. 
The future of color, therefore, is 
left entirely to CBS or to others 
interested in promoting it. 

The decision leaves the door 
open for further research, but sug- 
gests that experiments be con- 
fined to systems “compatible” with 
CBS color or existing black and 
white. In effect this would cover 
further research on systems pro- 
posed by RCA and others, and 
leave the way open for a reversal 
in the event one of these systems 
is perfected before CBS color is 


(Continued on Page 65) 
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$30,000,000 Ad 
Effort for Gas 
Groups in 1951 


That Total, Predicted 
at AGA Meeting, Called 
Too Low to Meet Needs 


ATLANTIC City, Oct. 10—Gas 
utility companies, gas appliance 
manufacturers and dealers will 
spend an estimated $30,000,000 in 
advertising and sales promotion 
during 1951, it was reported at 
the American Gas Assn.’s 32nd an- 
nual convention here. 

Frank C. Smith, president, Hous- 
ton Natural Gas Corp., and chair- 
man of the AGA general promo- 
tion planning committee, announ- 
ced that the association itself will 
spend more than $1,000,000 on pro- 


| 


motional campaigns. 

Despite the substantial sums al- 
lotted, Mr. Smith said, the indus- 
try must go farther to meet the 
challenge presented by competing 
fuels, notably electricity. 

“Folks in our industry do not 
realize how short a distance the 
million dollars allotted to adver- 
tising and promotion will go,” he 
declared. “General Electric alone 
spends $14,500,000 a year on ad- 
vertising and promotion and West- 
inghouse spends another $6,500,- 
000.” 


s Other convention speakers 
| joined Smith in urging the 10,000 
| gas company executives attending 
| the sessions to step up sales efforts 
backed by expanded advertising 
campaigns. 

Stanley H. Hobson, president, 
Gas Appliance Manufacturers 
Assn., said that approximately 
$3,000,000 will be spent by appli- 
ance manufacturers this year in 
national media alone. 

Mr. Hobson, who is president of 
the George D. Roper Corp., Rock- 


ford, Ill., pointed out that the fig- 
ures indicate progress is being 
made but “progress to date is not 
sufficient, and you can’t drive 
spikes with a tack hammer.” 
Hugh H. Cuthrell, president of 
the AGA and vice-president of 
Brooklyn Union Gas Co., urged 
increased support of the associa- 
tion’s PAR (promotion-advertis- 
ing-research) program. 


ws “One look at the organization of 
our competitors, from the top of 
the industry down to its dealer 
program, should convince any of 
us that those who seek to take over 
our basic loads not only are will- 
ing to research and advertise their 
products, but they are actually 
spending their money on the 
largest promotion of its kind ever 
launched in America,” he said. 
“We are on the right road in our 
national promotions but we need 
more weight behind them. We 
must raise more money for pro- 
motion and advertising to get the 
story of modern automatic gas ap- 
pliances to every corner of the 


\ 
\ 
\ 
‘ 


vy 


Michigan is one of the very few states in the country 
where annual family incomes average over $4800* ...and 
the earners of 387,331 of these high-level incomes live 
in homes where one of the eight Booth papers is read daily! 


* 


The John E. Lutz Co., 435 N. Michigan Ave., 
Chicago 11, Superior 7-4680 


GRAND RAPIDS PRESS 


Like more facts? Write or call— 


Sales Management Survey of Buying Power 


A. H. Kuch, 110 E. 42nd Street, 
New York City 17, Murray Hill 6-7232 


NEWSPAPERS 


FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 


JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


Advertising Age, October 16, 195¢ ‘ 


TALKING FOURSOME—The stage show appears to be secondary as these four 

attend ‘Toast of the Town,” weekly TV program sponsored by Lincoln-Mercury deal- 

ers. They are: Mrs. Benson Ford; Benson Ford, vice-president and general manager 

of the Lincoln-Mercury division; Mrs. Bane and Joseph Bane, general sales manager, 

Lincoln-Mercury. They and 400 Lincoln-Mercury dealers attended the telecast 
following a series of eastern district sales meetings. 
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land.” 

Mr. Cuthrell reported that gas 
utility advertising expenditures 
expressed as a percentage of gross 


committee in charge of the Na- 
tional L-P Gas promotional pro- 
gram, announced that the Na. 
tional Butane-Propane Assn, 


revenue have been increasing in| Minneapolis, has become the fourth 


the postwar period, but are still 
below the 1940 percentage. 

W. Paul Jones, president, Servel 
Inc., Evansville, Ind., declared that 
the rapid progress of natural gas 
provides the industry with its 
greatest opportunity for aggressive 
promotional campaigns. 

“The philosophy of going all out 
for sales has yet to spread over or 
be accepted by a great majority 
of the individual units within the 
industry,” he asserted. “But the 
idea and philosophy of more ag- 
gressive selling, of greater and 
more effective sales promotion and 
advertising, is spreading rapidly.” 


a W. L. Hayes, general sales man- 
ager for Montana-Dakota Utili- 
ties Co., Minneapolis, declared 
that “the answer to the indus- 
try problem is the re-establish- 
ment of aggressive sales depart- 
ments by all gas companies em- 
ploying large numbers of house- 
to-house canvassing salesmen.” 

“The gas industry cannot at- 
tempt to match the huge sums of 
money that are being spent by 
competition in national advertis- 
ing and other publicity,” he said, 
“but it can match competition with 
salesmen who can do and will do 
the selling job for the gas indus- 
ry.” 

Lee A. Brand, chairman of the 


trade association to sponsor the 
project. 

The NBPA thus joins forces with 
the Gas Appliance Manufacturers 
Assn., Liquefied Petroleum Gas 
Assn. and Natural Gasoline Assn, 
of America in the campaign to cap- 
ture the farm, small-town and 
suburban fuel markets for the 
liquefied petroleum gas industry. 


Mennen Offers Dispenser 


Mennen baby products division 
of the Mennen Co., New York, will 
offer a “free dispenser” with every 
six-ounce bottle of Mennen lanolin 
baby oil in its November and 
December ads in national maga- 
zines. Details of the promotion are 
being presented to dealers in Men- 
nen’s October trade advertising. 
Grey Advertising Agency, New 
York, handles the account. 


NAB Appoints Hardesty 


John F. Hardesty, assistant di- 
rector of the public affairs depart- 
ment of National Assn. of Broad- 
casters, Washington, has been ap- 
pointed director of the associa- 
tion’s new station relations de- 
partment. 


Globe Bottling to Factor 

Globe Bottling Co., Los Angel 
has appointed the Ted H. Facto 
Agency, Los Angeles, to handle 
advertising for its line of Wilshiré 
Club beverages. 


4,000 elaborate mailing pieces 
an hour sealed with a neat 
one-inch strip of pressure- 
sensitive tape! That’s the 


continuous, trouble-free out- 
put of this new “SCOTCH” 
Brand Automatic Mailing 
Piece Sealer. And its capacity 
is even greater on simpler 
pieces... up to 7,200 an hour! 
* Use colored tape to dress up 


HANDLES MOST KINDS of printed 
matter in sizes (folded) from 3 x 3” 
to 6 x 13” (larger sizes quoted on 
inquiry). 


“SCOTCH” is the registered trademark of M. M. & M. Co. 


“We seal 30,000 mailing pieces 
daily with this one machine’ 


Says Frank Henderson, Purchasing Agent, McGill 
, : Company, 501 Park Avenue, Minneapolis, Minn. 


j 


mailings, transparent tape if 
printing is covered by the 
seal. The machine takes either 
kind in widths from 1/4” to 
\,". Pieces automatically 
counted, tape holds reply 
cards or inserts in place. 

For demonstration or further 
details, write Dept.  AA-105 


Minnesota Mining & Mfg. 
Co., St. Paul 6, Minn. 


FEEDS AND SEALS folded material 
in a single operation. Completely 
automatic . operator merely 
keeps feeder hopper filled. 
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Entertainment? 
Of course. But the good 


Comics Magazines do 


contain information and 


inspiration, too. 
Skilled writers and 
artists concentrate on 


bang-up entertainment .. . 
and weave in palatable 
and interesting themes 

of history, geography, 
biography and science .. . 
and all within the range 

of a youthful audience's 
imagination and edu- 
cation. Young people 


like to learn... when 


information is provided 
through pictures and 
words, action and color... 
in their favorite 


Comics Magazines. 


ational 
Comics 


Orouy 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES. 
SAN FRANCISCO PORTLAND 
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TV Boosted, ‘Fortune’ Blasted 


at Four A's Pacific Convention 


(Continued from Page 1) 
poke at the advertising business. | 

He attacked step by step For- 
tune’s claim that “free enterprise” 
institutional advertising is so 
much tilting at windmills. He 
summed it up this way: 

“For the sophisticated public 
relations or industrial relations 
man it was excellent medicine— 
even if slightly cathartic—for he 
has enough experience and know- 
ledge to separate the facts from the 
local color. 


= “But the reader I’m concerned 
about is the unsophisticated one. 
And I would have to include in 
that category not all, but many 
corporation presidents, vice-presi- 
dents and directors. With these 
men, who haven’t yet begun to 
take an active part in their com- 


| panies’ communication programs 
—or whose companies have no 
communication programs at all— 
the article might very well set the 
cause of communications back a 
number of years. 

“For there is no denying that a 
casual reading of the article leaves 
you with the impression that 
everything that’s been done up to 
now has been pretty futile. 

“For this reason, I think the 
editorial staff of Fortune might do 
well to examine its collective 
conscience.” 


a Mr. Smock, who handled an in- 
stitutional free enterprise cam- 
paign for Union Oil Co. for seven 
years, took on Fortune’s conten- 
tions in this order: 

Fortune said people don’t need 


to be sold on the American way, 


because they already believe in it. 
Smock said Union Oil’s experience 
was that the vast middle-area be- 
lieve it, but don’t understand it, 
and especially don’t understand it 
when Socialism creeps on them by 
easy stages. 

Fortune said the $100,000,000 
spent this year on “free enterprise” 
advertising “is not worth a damn.” 
Smock countered that Fortune of- 
fered no proof of this fat general- 
ization, and cited thousands of let- 
ters pulled by the Union Oil cam- 
paign (85% favorable) response 
in schools, colleges and surveys 
showing 16% to 22% readership 
of every caption in full-page news- 
paper ads. 


a “The Fortune editorial staff 
started out,” he continued, “with 
some excellent material. Much of 
what they had to say needed say- 
ing, and needed saying badly. 
Much of it was all too true. But 
they were either over-zealous in 
their crusading, or they were try- 


ing too hard for reader interest. 


For they went overboard to a 
point where the finished article 
was not only unbalanced but par- 
tially untrue.” 

As an example of the “untrue” 
charge, Smock declared: 

“Contrary to Fortune’s implica- 
tions, the [Harding College Free- 
dom Forum] program has been 
cleared with unions in every plant 
before it has been launched. The 
only place it met with union op- 
position was in the case of Local 
248 of the UAW-CIO in Wisconsin. 

“Local 248 is the union headed 
by Harold Christaffel, a Com- 
munist who is now in prison. It 
was the Wisconsin CIO News, 
and this union newspaper alone, 
that coined the phrases ‘Freedom 
Forum Fascist Front’ and ‘Op- 
eration Gas Chamber’ which For- 
tune cites with the implication that 
union condemnation of the pro- 
gram was universal.” 


a In his “State of the Industry” 
address, opening the sessions, Fred- 
eric R. Gamble, president of the 


IN THE INSTITUTIONS FIELD... 


The Publications 
of products used in the 
following types of insti- 
tutions: 


Hotels 

Hospitals, Sanitariums 

Colleges and Universities 

Schools 

Industrial Institutions 

Army, Navy and Govern- 
ment Buyers 

Restaurants, Cafeterias 

Dealers, Jobbers, Supply 
Houses 

Steamship Lines and 
Shipyards 

Railway Systems 

Airlines 

a ny Municipa 

tate lnstitutions 

Office and Public Build- 
ings 

YMCA‘s, YWCA’s and 
YMHA‘s 


1 and 


City and Country Clubs 
Utilities 


Architects, Engineers, 
Decorators and De- 
signers 


Other Institutions 


G,stitutions Magazine 
FOR EFFECTIVE MONTHLY COVERAGE OF 


BUYERS and SPECIFIERS 


G.stitutions Cobilles Directory 


FOR YEAR-ROUND CATALOG PRESENTATION 
TO BUYERS and SPECIFIERS 


Large consumers and big buyers in both Government insti- 
tutions and Civilian institutions constitute the readers of 


INSTITUTIONS MAGAZINE and users of INSTITUTIONS 
CATALOG DIRECTORY. Faced with the same problems 
of the mass feeding and mass-housing of millions of 

people daily, they find the answers to their common prob- 
lems of food service, equipping, furnishing, maintaining, 
remodeling and expansion in these two publications. As 


Procurement Officers, 
Corps of Engineers 


District Chiefs, 
Ordnance Districts 


Commanding Officers, 
U. S. Arsenals 


Armed Services Medical 


Commanding Generals, 
Quartermaster 
Purchasing Offices 


Supply and Facilities 
ivisions 


Navy Purchasing Offices 


Bureau of Yards and 
Docks Supply Offices 


Bureau of Ships. 


Aviation Supply Offices 


Sioastment 4 of the Navy 


CONSULT YOUR 


Your Advertising Counsel can render an indispensable service 


sources of buying information, both publications are 
unparalleled as they are the only ones serving all seg- 
ments of the institutions field. 


Following are types of procurement offices being 
reached by INSTITUTIONS PUBLICATIONS: 


Air Material Commands 


Laboratory Offices, 
Contracting Division 


Officers in Charge, 
U.S. bineasds 


Officers in aay. 
Naval Supply Depots 


Officers in Charge, 
Naval Air Stations 


Depot Quartermasters 

Public Buildings 
Administration 
Supply Division 

Veterans Administration 


U. S. Maritime 
Commission 


Army and Navy 
Exchanges 


ADVERTISING AGENCY 


in planning the solution to one of your most important and 


basic sales problems. . . 
product data in the hands of the individual men and women 
who specify or actually place the order for your firm’s products. 


Ask your agency today. 


That of placing your sales stery and 


Advertising Age, October 16, 1950) 


Four A’s, was less severe. Noting 
that “idea advertising” emerged 
as a strong tool during World War 
II, he declared: 

“We have made a lot of pro- 
gress with it, but we know we stil] 
have much to learn about it, as 
Fortune magazine recently pointed 
out.” 

Mr. Gamble recalled the three 
other principal roles of advertis- 
ing as product advertising, adver- 
tising to keep the national economy 
healthy and “idea advertising” 
internationally. Of this last, he 
said: 

“It may well be that through 
international advertising, we will 
be able to convey to people in 
many foreign countries those 
things about ourselves, our aims, 
and the state of the world, which 
may help to lead toward the 
destruction of tyranny, the de- 
feat of aggression, and to world 
peace.” 


s John E. Brennan of Poster Ap- 
praisal Service, Los Angeles, told 
agency men and advertisers that 
his firm’s studies show that an 
added potential of $20,000,000 in 
pulling power annually is being 
lost to outdoor advertising buyers 
because of poor copy. 

He cited the cases of two adver- 
tisers, both intermittent, and both 
using #100 showings. One, with 
good copy, impressed 70% of the 
people, while the second impressed 
only 20%. He said 60% has been 
shown to be a reasonable level of 
expectancy, yet a survey showed 
only 27 out of 79 posters scored 
above 60%; 31 scored from 40% 
to 60%; and 21 scored less than 
40%. There, he said, lies the poten- 
tial. 

Mr. Brennan said his company’s 
research showed that: “It is the 
caliber of the copy, first and fore- 
most, that will make or break the 
campaign.” 


— 


ws Copy will be better next year, 
he added, because of a great 
change in the kind of outdoor re- 
search going on in agencies. In 
the past most outdoor research by 
agencies was related to the evalu- 
ating of the panels upon which 
the copy was to be displayed. 

“During the past ten years there 
has been such a vast amount of 
outdoor plant improvement that 
today the overwhelming majority 
of panels are good panels with 
plenty of circulation. Astute ad- 
vertising men know this. It is no 
longer a question of which par- 
ticular panels you get in your 
showing. The prime question now 
is: ‘What are the best copy tech- 
niques to use in order to get the 
most out of the good panels I 
know I'll be getting?’ ” 


Carr Appointed V. P., 
Ad Director of ‘McCall's’ 


William B. Carr has resigned 
as advertising manager of Time 
to become vice-president and ad- 
vertising director 
of McCall’s, New 
Yor. 

Mr. Carr, who 
joined Time in 
1934 and became 
advertising man- 
ager in 1943, suc- 
ceeds John E. 
Smith at Mc- 
Call’s. Mr. Smith 
was recently 
named executive 
vice-president of 
Better Living, 
new magazine backed by the Mc- 
Call Corp. (AA, Oct. 9). 


P&G Adds Three Directors 


Procter & Gamble Co., Cincinna- 
ti, has increased the membe »rship 
of its board of directors from 14 to 
17. The three newly elected direc- 
tors are Walter L. Lingle Jr., vice- 
president in charge of overseas 
operations; Howard J. Morgens 
vice-president in charge of adver 
tising, and John G. Pleasants, 
vice-president in charge of manu- 


William Carr 


facturing. 
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ad- 


pulling power 


The best in anything will always attract attention. First 


3 Markets Group offers you the best read sections of 
the outstanding newspapers of the first 3 cities of the 
country. And, in these sections the finest rotogravure 
and colorgravure reproduction offers you maximum 


package and product EYEdentification, 


the group with the Sunday Punch 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


rotogravure 
colorgravure 


picture sections 


magazine sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 . Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 ’ Eos Angeles 17, Cal., 1127 Wilshire Bivd., Michigan 0578 
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Keelor & Stites Ups Radkey 


Arthur A. Radkey has been ap- 
| pointed director of the television 
| department of Keelor & Stites Co., 
Cincinnati agency. He has been an 
account executive with the agen- 
cy for the past 18 months. 


| Roper Joins Gray & Rogers 
John Roper, formerly sales rep- 
resentative for Telechron electric 
clocks, has joined the marketing 
|and merchandising department of 

| Gray & Rogers, Philadelphia. 


Rollit Names Reynolds 

E. W. Reynolds Ltd., Toronto, 
has been named to direct the ad- 
vertising of Rollit Products Ltd., 
Brockville, Ont. The products in- 
clude ball point pens, pipes and 
giftware. 


WQUA Joins Columbia 


WQUA, Moline, Ill., has affili- 
ated with the Columbia Broad- 
casting System. This brings to 191 
the number of radio stations af- 
filiated with CBS. 


Welcome home! 


Every day Dad, and the World-Telegram and Sun, 
get a big welcome home—because they’re both very 
important members of the family! As a matter of 
fact, the World-Telegram and Sun is a very im- 
portant member of more than 600,000 families in 


New York City and its suburban communities. 


yy Se 
[Fae te 


The influence of the World-Telegram and Sun on 


the buying habits of these families is shown by its 


advertising linage gain. In the month of September 


1950, the World-Telegram and Sun’s total linage 


gain was more than double the combined net gain 


of the six other New York weekday papers! 


125 BARCLAY ST., NEW YORK 15, N. Y. 


Or Scripps-Howard General Advtg. Offices » 230 Park Avenue, New York City » Chicago « 


Bath ne 
Tees 


San Francisco * Detroit + Cincinnati + Philadelphia - Dallas 
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WOR and Blyth 
Buy Don Lee Net 


Los ANGELES, Oct. 11—Public 
Administrator Ben Brown has ac- 
cepted a bid of $11,200,000 for the 
stock controlling the Don Lee 
Broadcasting Co. The bid was 
made by Hoffman Radio Corp., 
acting for itself and a group which 
includes oilman Edwin Pauley; 
Station WOR, New York, and 
Blyth & Co., New York, securities 
underwriter. 

Two bids were made, the other 
by the First National Bank, Akron, 
representing the General Tire Em- 
ployes Retirement Plan. General 
now owns the Yankee Network. 

Columbia Broadcasting System 
is known to want the Don Lee Hol- 
lywood television station KTSL, 
and it is reported that CBS 
dropped out of the bidding after 
an agreement was reached with 
Yankee to take over the station 
if General was the successful bid- 
der. 


= Don Lee has been up for sale 
since it was placed in the hands of 
the public administrator following 
the death of Thomas Stewart Lee 
last January. Court procedure now 
requires that the bid be presented 
to the probate court for approval. 

It is still possible for a final 
oral bid to be made, but it must 
be at least 10% greater than the 
bid accepted. Approval by FCC 
will then be required to finalize 
the deal. 

Don Lee properties include KHJ 
and KTSL in Los Angeles, stations 
in San Francisco, Santa Barbara 
and San Diego, affiliation con- 
tracts with 16 California stations, 
and affiliation with 25 more sta- 
tions through the Pacific North- 
west Broadcasting Company. The 
Lee organization owns all out- 
standing shares of Pacific North- 
west, and holds approximately 
20% of the capital stock of Mu- 
tual Broadcasting System. 

Also included in the property are 
a three-acre studio in Hollywood, 
which was completed two years 
ago at a cost of approximately 
$3,000,000, and some $5,000,000 in 
cash, realized from the liquida- 
tion of the Don Lee Cadillac 
agency. 


s Announcement of the results of 
the bidding ends much conjecture 
and rumor about behind the scenes 
maneuvering of the _ interested 
parties. 

It is generally accepted that 
CBS wants its own TV station in 
Hollywood for several reasons. It 
now is the minority stockholder 
in KTTV with the Los Angeles 
Times, an arrangement which has 
not been too satisfactory. 

Additionally, there is an urgent 
need for studio space, which will 
be a growing problem until the 
net’s projected Television Center 
is completed two years hence. 

Ed Pauley has more than once 
manifested his desire to get into 
television on the coast. He is one 
of the applicants for a channel in 
San Francisco. 

H. Leslie Hoffman, president of 
the company in whose name the 
bid was made, said that if the sale 
goes through, the Don Lee net 
will be continued as it now op- 
erates. 


Appoints Robert Harrold 


Robert T. Harrold has been ap- 
pointed general manager of the 
Niagara Falls Gazette Publishing 
Co., Niagara Falls, N. Y. Clifford 
O. Peterson, a member of the 
Gazette’s display advertising de- 
partment, has been named in 
charge of local advertising for the 
newspaper. Mr. Harrold joined 
the company in 1931 as advertis- 
ing director of the Gazette. 
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Be sure to look 


at all dimensions 


of circulation 
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Ask any industrial space buyer. 


There’s a lot more to a publication’s circulation than 
the total distribution of copies as shown in an ABC or 
CCA statement. He must look beyond this raw total 
at all of the dimensions of circulation. That’s why 
experienced space buyers are indispensable to sound 
media selection... they know how to match a com- 
pany’s advertising problem to the circulation picture 
which comes closest to solving it. 


Let’s take a look at these various dimensions of 
circulation: 


1. Total copies distributed. 
Hardly anyone misses this. It’s the raw material 
of circulation and it’s important to any adver- 
tiser who wants quantity of impression. 


2. Total plants reached. 
Plant circulation is often more significant than 
total circulation. Plants, not people, generate the 
need for industrial products. 


3. Types of plants reached. 
Depending upon the product, certain types of 
plants are top prospects; other types are worth- 
less. You’ve got to know how many of each 
you’re going to reach. | 


4. Size of plants reached. 


A relatively small group of the larger worthwhile 
plants do the lion’s share of the business. You 
want to be sure that you’re reaching the worth- 
while plants instead of “‘side alley shops”. 


5. Total readers. 


Many trade publications have a high percentage 
of “pass along” readers. They swell your total 

- audience considerably and provide extra pene- 
tration within plants. 


6. Types of readers. 

Presidents? Production Managers? Engineers? 
Metallurgists? Purchasing Agents? The men you 
want to reach are those who influence the pur- 
chase of your product. The types of readers can 
never be overlooked. Perhaps some are more 
important than others; the “buying pattern” of 
your product will decide which. 


Not all of this information can be secured from stand- 
ard circulation statements, but the better publications 
have it available and are glad to cooperate with adver- 
tisers who wish to do a thorough job of media selection. 


If you would like to look at all the dimensions of cir- 
culation of any Penton publication, we’ll be glad to 
supply any facts and figures you may need. 


™ PENTON company 


PENTON BUILDING + CLEVELAND 13, OHIO 
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WDRC Makes Sunday Change 

WDRC, Hartford, Conn., basic 
CBS outlet for the state, has 
changed its early Sunday morn- 
ing program schedule. Program- 
ming now is identical to that aired 
during weekday mornings. 


Hoye Resigns As Cory A. M. 
R. N. Hoye Jr. has resigned as 
advertising manager of Cory Corp., 
Chicago. No successor has been 
named as yet, and Mr. Hoye has 
not announced his future plans. 


‘Paramount Acquires 
‘Hedrick & Towner; 
Also Gets Hadacol 


LAFAYETTE, La., Oct. 12—A new 
agency, Paramount Advertising 
Agency, opened here this week, 
absorbing the assets and accounts 
of Hedrick & Towner Advertising 
| Agency, Houston, Tex. Both M. D. 
Hedrick and L. R. Towner will be 


@ 42,000 BUY IT. 
@ 130,000 READ IT. 


YOU CAN'T COVER 
me CHURCH MARKET 


@ 87% INFLUENCE PURCHASES... 


— WITHOUT 


434A SO. WABASH « CHICAGO 5, ILL. 


partners in the new agency. 

Paramount will handle a large 
part of LeBlanc Corp.’s Hadacol 
account (See Story on Page 52), 
now running more than $1,000,- 
000 a month, and will take over 
other H&T accounts billing a total 
of approximately $650,000 per 
year. 

The new agency will open of- 
fices in either Chicago or New 
York within 60 days. 

Russell E. Pierce, formerly ra- 
dio promotion director of N. W. 
Ayer & Son, has joined the organ- 
ization in an unannounced capac- 
ity. He formerly was editorial 
director of Warwick & Legler, and 
director of new and special events 
of the State Department’s Voice of 
America. 

Hedrick & Towner was organ- 
ized 13 months ago. 


Fifth District AFA Elects 


Franklyn R. Hawkins, adver- 
tising manager of Libbey-Owens- 
Ford Glass Co., Toledo, has been 
elected governor of the Fifth Dis- 
trict of the Advertising Federa- 
tion of America. William T. Owens, 
public relations director, Girdler 
Corp., Louisville, and Mrs. Frank 
D. Walker, president, Walker Re- 
search Service, Indianapolis, have 
been elected lieutenant governors. 
Dorothy Coon, LaSalle & Koch Co., 
Indianapolis, has been elected sec- 
retary. 


Schecter Leaves Mutual 


A. A. (Abe) Schecter has re- 
signed as vice-president in charge 
of news, special events and press 
for Mutual Broadcasting System. 
He is the last remaining vice-pres- 
ident assigned by Edgar Kobak, 
former MBS president. Mr. Schec- 
ter’s plans will be announced later. 
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It takes more than a data book to get you “‘in out of the 


rain’’. 


In North Dakota, for example, daily newspapers 
give you real coverage in nine out of ten rural and urban 
homes. In this rich market, where farm income passed 
500 million dollars in 1949, cash and bond holdings are in 
excess of a billion dollars. North Dakota is a market you 
can’t afford to overlook—and North Dakota dailies are 


your best medium of coverage. 


DEVILS Lake JOURNAL 
THE FARGO FORUM 
GRAND Forks HERALD 
JAMESTOWN SUN 
MANDAN DAILY PIONEER 


MINOT DAILY News 
VALLEY CITY TIMES-RECORD 
BISMARCK TRIBUNE 
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Several New Foods 
Shown to Editors at 
AANR Conference 


(Continued from Page 1) 


of the many luncheons, pointing 
out its usefulness to the hurried 
business girl. 


@ Birds Eye-Snider Division of 
General Foods treated the writers, 
who came from 115 cities, to a 
preview of its latest frozen food 
product, fantail shrimp, which, AA 
was told, is being test-marketed 
in one midwestern area at the 
present time. The recently intro- 
duced Birds Eye tomato juice is 
now being marketed in the North- 
east, further distribution depend- 


sumer acceptance. A new product, 
pineapple juice, will be introduced 
some time next year, AA was in- 
formed. 

At its 20th anniversary dinner, 
Birds Eye director of marketing, 
Howard F. Lochrie, told the as- 
sembled writers that “the quick- 
frozen foods industry is entering 
a ‘golden era’ that will lead to a 
50% increase in the consumption 
of products during the next three 
years...sales might conceivably 
pass the 3 billion pounds mark 
by the end of 1953.” 

Marcus L. Urran, president of 
the National Cranberry Assn., out- 
lined the progress of a ten-year 
campaign to make cranberries a 
year-round dish. 


a “Since the beginning of the 
campaign in 1948, month by 
month sales of Ocean Spray prod- 
ucts have shown a gain over pre- 
vious years and in 1950, spring and 
summer sales increased 54% over 
the same months in 1949,” he said. 

Gordon Snowcroft, director of 
market research for Campbell 
Soup Co., released the conclusions 
of a year’s survey on eating habits, 
including the surprising fact that 
63% of the nation’s husbands are 
home for noon meals. 

Awards for “outstanding ex- 
cellence in the presentation of 
news about food” were given by 
the American Meat Institute to 
four editors: Peggy Nichols, of the 
Independent, Long Beach, Cal.; 
Agnes R. Olmstead, Atlanta Con- 
stitution; Clarice Rowlands, Mil- 
waukee Journal; and Mildred 
Planthold, St. Louis Globe-Demo- 
crat, 


a J. H. Sawyer Jr., of Sawyer- 
Ferguson-Walker Co., Chicago, 
was the conference chairman. The 
following were the participating 
groups: Atlantic & Pacific Tea Co., 
Corn Products Refining Co., Best 
Foods Inc., National Fish Institute, 
Gerber Products Co., H. J. Heinz 
Co., Kellogg Co., Nutrition Foun- 
dation, American Dairy Assn., 
Campbell Soup Co., Birds Eye- 
Snider Division of General Foods, 
Nestle Co., National Cranberry 
Assn., the Borden Co., Procter & 
Gamble, Hawaiian Pineapple Co., 
Tea Bureau Inc., Pan-American 
Coffee Bureau, American Meat In- 
stitute, International Apple Assn., 
Grocery Manufacturers of Amer- 
ica, Thomas J. Lipton Inc., Minute 
Maid Corp., International Minerals 
& Chemical Corp., National Maca- 
roni Institute, American Can Co., 
and Standard Brands. 


7 Sign for TV Grid Series 
Seven Miami television distri- 
butors and their dealers are spon- 
soring telecasts of the home foot- 
ball games of the University of 
Miami, over Station WTVJ, Miami. 


—— 
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PREWRAPPED CHEESES—Color page ads 
like this are being used in Kraft’s fall 
campaign for prewrapped natural 


Kraft Foods Sets 
Fall Ad Drive for 
Prewrapped Cheeses 


Cuicaco, Oct. 11—Kraft Foods 
Co. has launched a nationwide ad- 
vertising campaign for its leading 
types of natural cheeses pre- 
wrapped in consumer-size pack- 
ages. 

The drive is being spearheaded 
by color pages in Collier’s and The 
Saturday Evening Post and a color 
spread in Life. Large-space news- 
paper ads are appearing in 38 
key cities, and two color page ads 
each are scheduled in the Sunday 
magazine sections of the Chicago 
Tribune, New York Daily News, 
and Philadelphia Inquirer. 

In addition to newspaper and 
magazine ads, a portion of the 
commercial time on Kraft’s Tele- 
vision Theater (NBC, Wed., 8-9 
p.m., CST) will be allocated to 
the campaign. 


= Kraft also is preparing a color 
sound film which shows how 
modern self-service dairy products 
sections can be set up in different 
stores. The film will be sent to 
Kraft branches for showing to rep- 
resentatives of both chain and in- 
dependent stores. 

Introduction of prewrapped 
cheese in small packages has been 
well received by grocers through- 
out the country, Kraft asserts. Gro- 
cers like it, according to reports 
from Kraft branches, because it 
cuts down on time, labor cost, 
and waste in cutting, trimming, 
weighing and packaging many 
bulk cheeses in their back rooms. 

“Kraft’s plans to continue to 
offer more types of natural cheeses 
to consumers, while at the same 
time advertising and merchandis- 
ing them nationally will result in 
a marked increase in per capita 
consumption,” John H. Platt, 
vice-president in charge of adver- 
tising and public relations, said. 

“We'll find more people eating 
more cheese, simply because mil- 
lions of consumers now are being 
introduced to more types, and be- 
ing told they are available in con- 
venient size packages,” he con- 
cluded. 


Paper Companies Link Sales 


Stevens-Nelson Paper Corp., de- 
luxe and imported paper merchant, 
and Nelson Paper Corp., mill rep- 
resentative, New York, will sell 
each other’s lines as a result of 
a recently arranged association. 
Each corporation will maintain its 
Separate identity and offices, but 
the sales force of each will sell the 
lines of both companies, which 
complement each other. 


Link-Belt Promotes Jones 


B. B. Jones, formerly assistant 
advertising manager of Link-Belt 
0., Chicago, and advertising man- 
ager of Link-Belt Speeder Corp., 
Cedar Rapids, a subsidiary, has 
named executive assistant ad- 
vertising manager of Link-Belt Co. 
Julius S. Holl, advertising manag- 
er, is on leave of absence because 


‘Hartford Courant’ Moves 

The Hartford Courant has moved 
its plant from its 70-year-old 
downtown location in Hartford, 
Conn., to its new building on the 
outskirts of the city. New equip- 
ment has been acquired for nearly 
all departments, including a new 
Wood press. 


Nathan Fein Agency Moves 

Nathan Fein Advertising, New 
York, has moved to new quarters 
at 171 Madison Ave. 


Ide to Head BW&S Office 
Richard Ide, account executive 
for Brisacher, Wheeler & Staff, 
New York, has been appointed 
vice-president and manager of the 
New York office. He succeeds 
Charles Gabriel, who, after 20 
years with the agency, is retiring 
and returning to the West Coast. 


Appoints Griffith-McCarthy 
Griffith-McCarthy Inc., Tampa, 
Fla., has been named to handle the 


advertising of the City of Tampa 


and Hillsborough County. The city 
and county have allocated $45,000 
for the 1950-51 advertising budget, 
for expenditure through the adver- 
tising committee of the Tampa 
Chamber of Commerce. 


Masury Appoints Robberts 


Jack G. Robberts, formerly vice- 
president 
sales and advertising of H. Vette- 
winkel & Sons, Amsterdam, Hol- 
land, paint and lacquer manufac- 
turer, has joined the sales depart- 


in charge of general | 


ment of John W. Masury & Son, 


Baltimore, Md., colors, paints, 
varnishes. 
Ofters UN Promotion Kit 


The Advertising Council is dis- 
tributing a kit containing newspa- 
per proofs promoting UN Day, Oct. 
24, to leading newspapers. Free 
mats on the entire series, featur- 
ing a bell-prayer theme, are avail- 
able. J. Walter Thompson Co., 
New York, is handling the UN Day 
promotion for the council. 


of illness. 


® PRINTING 


» WET , 


When photoengraving was in its in- 
fancy hand presses were the only 
means of proofing engravings. 


Cylinder proofing presses were in- 
troduced to duplicate the impres- 
sion of cylinder press printing. 


The two color proofing press 
was the outgrowth of increased 
demands for matching printed 
results with engraver’s proofs. 


Pontiac 


812 W. Van Buren Street - HAymarket 1-1000 - Chicago 7, Ill. 


TRUE WET proofing is a MUST/ | 


To meet this demand Pontiac now has two four color TRUE WET proofing 


presses available to serve you 


The importance of proofing your en- 
gravings on modern WET proofing 
equipment when WET printing is 
specified cannot be overemphasized. 


Proofs of four color process engravings 
pulled on a four color TRUE WET 
proofing press can be duplicated on 
high speed WET printing presses. 

This in turn makes it important to the 
advertiser, agency and printer to insist that 
four color process engravings be proofed 
on a four color TRUE WET proofing press. 


PONTIAC PRODUCES FAITHFUL FOUR COLOR PROCESS 
REPRODUCTIONS FOR WET PRINTING 


The demand by national advertisers, agencies, publishers and printers for TRUE 
WET proofing has been so great that we recently installed our second four color WET 
proofing press. This demand has developed because the introduction of modern 
four color rotary WET printing presses has greatly increased running speeds and 
created new reproduction problems. In fact a difference of even 10 to 20 seconds 
in proofing time makes it impossible to match the engraver’s proofs and the final 
printed result. 

In addition, the actual production of four color process engravings demands 
a high degree of special skills. Pontiac's color system scientifically coordinates 
those skills to give you a better printing plate. From the separation negatives, 
which are scientifically masked to eliminate under colors; to Pontiac’s method of 
electric etching which assures you of a deep, clean dot with no undercutting, you 
are getting the BEST in four color process engravings. 

Pontiac color craftsmen possess the specific knowledge, which combined with 
artistic skill achieves the ultimate in final printed results. To faithfully reproduce your 
copy for national magazine advertising, you should investigate the advantages of 
Pontiac’s color system. Thirty-nine years of experience plus modern equipment for 
TRUE WET proofing assures you proper ink trapping and faithful reproduction. 

Return the coupon today and a Pontiac color specialist will call at your con- 
venience to show you comparative results between proofs and printing. 


ENGRAVING & 
ELECTROTYPE CO. 


812 W. Van Buren St., Chicago 7, Illinois 


| 
| 

| WE ARE INTERESTED... 
| IN FAITHFUL COLOR REPRODUCTIONS 
| 
| 
| 
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The World Series—So Short, So Sad! 


When Gillette Safety Razor Co. met the high bid of $800,000 for 
the television rights to the world series, and the radio price of $175,- 
000, we said in this space that we thought the fantastic price paid 
to the baseball commissioner’s office for the broadcasting rights 
might easily turn out to be a serious disservice to advertising. 

We said, also, that perhaps Gillette would get its money’s worth 
out of this series. 

Apparently, we were, as is so often the case, both right and wrong. 

It is extremely doubtful now that Gillette did get its money’s 
worth out of this short, short series, especially since the Yankees 
buried the boys from Philadelphia on Saturday, leaving a con- 
siderable amount of open air time (totally minus any Gillette com- 
mercials) on Sunday afternoon. Had the series gone one more game, 
half the population of the country might have been glued to a TV 
or AM receiver, soaking up the play-by-play accounts of America’s 
greatest classic, along with some exceptionally sharp commercials 
for Gillette razor blades. 

Gillette’s mammoth gamble turned out not too well. We feel no joy 
over the series result, and we are reasonably certain that Gillette is 
not joyously overwhelmed by the sterling performance of the New 
York ball players. 

But every cloud has its own particular silver lining; and the lining 
in this short and expensive series seems to shine out quite clearly at 
this moment: Costs of everything are going up, and probably the cost 
of world series sponsorship will go up next year, as we predicted. But 
there will be an invisible brake in operation next year, when the 
bidding gets going. There will be a somewhat more hesitant reach- 
ing for the big fat pocketbook, with that four-day series and that lost 
Sunday staring the bidders in the face. 

Or else—Mr. Chandler, being the happy, thoughtful man he is, may 
decide that the series starts too soon after the regular season ends, 
and that the boys ought to get a little extra time to get in trim. In 
other words, start playing on Thursday instead of Wednesday. Then 
even the New York Yankees couldn’t spoil a Sunday. 


Back to First Principles 


It seems to us that we have heard more discussions of the prime 
importance of good copy in the advertising picture lately than we 
have heard in many a year. The involved and almost frightening re- 
search reports which used to be a feature of so many meetings are 
giving ground, currently, to more “artistic” discussions and a kind of 
reaffirmation of faith in the primacy of effective writing. 

After a long period in which advertising did its best to reduce itself 
to scientific formulae, the business seems to be rediscovering the 
fact that the “art of persuasion” is indeed an art, and not a scientific 
formula. 

Not that there is a denial of the science of marketing, nor of re- 
search into readership, copy, markets and a variety of other things. 
It is merely that creative people in the advertising business—which 
in a sense embraces everyone in the business—are reasserting their 
basic belief that science can and should help the artist, but should 
never be his master. 

It is passing strange—or perhaps not so strange—that this re- 
surgence of artistic appreciation should develop at a time when goods 
are relatively easy to sell. The scientific approach to advertising re- 
ceived its greatest impetus in the fearsome days of the 1930s, when 
a sale was something that happened only rarely, and after the most 
heart-breaking effort. 

Perhaps, in advertising as in other forms of creative effort, the 
“artist” attains his full stature when business is good, while the 
“scientist” gets in his best innings when things are tough. 
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“Print,” Wrenn Paper Co. 


“We never have to look at the chart to see whether sales 
are up or down.” 


What They're Saying 


Letting the Product Sell 

My first lesson in advertising 
was learned as a boy of 12. Mother 
was left a widow so we had to join 
in supporting the family. One thing 
we did was to make a silver polish. 
We made it in cakes, wrapped it 
up nicely, and I went out to sell 
it after school. 

I found that when I met the 
housewife at the door and talked 
the polish to her I sold hardly to 
one home in ten. But when I got 
into the pantry and cleaned some 
of the silver I sold nine times in 
ten. 

That taught me to let products 
sell themselves. Since then I have 
probably given away more sam- 
ples and free packages than any 
other man. I would no more think 
of starting an advertising cam- 
paign without samples than I 
would think of selling goods on the 
road without samples. Or as a 
house-to-house canvasser. 

But I later learned that giving 
unrequested samples often does 
more harm than good. It cheapens 
the product, brings it into disre- 
spect. So I never give samples ex- 
cept on request. I give them only 
to those who read my story and are 
interested enough to write. 

I often offer a full-size package, 
but never in a way to cheapen 
my product. I buy the package 
from the dealer and pay his price 
and profit. There is a vast differ- 
ence in the psychology. People 
find it hard to pay for a product 
which once was free. But buying 
the product and paying the price 
in order that one may try it im- 
presses the recipient. The product 
must be excellent, else you never 
would do that. 

—Claude C. Hopkins, in “Masters of 
Advertising Copy,” edited by J. 
George Frederick and published in 


1925 by Frank-Maurice Inc., New 
York. 


The Farm Outlook 

Farm income, current and pros- 
pective, has been increased sub- 
stantially by the price rise since 
early summer. Farm prices in Au- 
gust were 9% higher than last 
year and 11% higher than the av- 


erage for the last four months 
of 1949... 

Total cash receipts from farm- 
ing in calendar 1950 may reach 
$27.5 billion, or only 2% less than 
the revised 1949 total of $28.1 bil- 
lion, the U. S. Department of 
Agriculture says...Early in the 
year, a decline to about $25 bil- 
lion, or 10% under 1949, was an- 
ticipated. The peak was $30.5 bil- 
lion in 1948... 

Expanding defense preparation 
and the semi-war economy, likely 
to prevail indefinitely unless dis- 
placed by all-out war, will put 
farmers in the chips more heavily 
in 1951...Farm costs are also 
likely to be higher next year. In- 
creasing military needs and wage 
increases will raise prices of in- 
dustrial goods farmers buy for 
use in production and living. Farm 
wage rates and taxes will go up. 
In past war periods, however, 
farm prices have gone up faster 
than costs. 


—The Agricultural Outlook for Sep- 
tember, 1950. 


Non-Food Grocery Items 

There has been a lot of experi- 
menting in the past three or four 
years, with everything from baby 
pants to gas stoves and bantam 
automobiles being sold in food 
stores...The movement has 
checked itself to some degree, and 
is beginning to settle down to prof- 
itable, sensible lines...There is a 
“select selection” of fast moving, 
long margin products that have a 
definite place in the food store... 

Here’s the test to apply to each 
one you consider—these are the 
items that produce the desired re- 
sults: 

1. Those that have a common use 
in the home. 

2. Those that do not require spe- 
cial or technical instruction in 
usage. 

3. Those that are not considered 
medicine. 

4. Those that can be stocked in 
variety under well mown brand 
names. 


—From talk to Mick-or-Mack store 
personnel by Ben B. Vail, director of 
market research division, Paper Plate 
Assn. Inc. 
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Rough Proofs 


All the Phillies smoke Camels, 
according to newspaper ads run 
the day after the Whiz Kids won 
the National League pennant. Now 
the Phillies will want to find out 
what brand the Yankees smoke. 


The only solace for sentimental- 
ists who insist on backing the un- 
derdogs came on Oct. 7 when Pur: 
due’s Boilermakers handed a shel. 
lacking to the mighty men of Notre 
Dame. 


Gladys the beautiful reception- 
ist says that if Mr. Aldrich has to 
continue changing his TV wife, 
some of the viewers are going to 
suspect a scandal. 


The Chicago Daily News ran a 
sure-fire circulation builder in a 
series notable for its frankness, 
The title: “How to Get a Hus- 
band.” 


Women with husbands thought 
the idea of telling them how to do 
it was pretty silly, but the rest of 
the gals were not averse to sharp- 
ening up their hunting techniques, 

° 


The American Medical Assn. 
denies its campaign against so- 
cialized medicine is aimed at the 
Democrats. They just happen to 
be the people sponsoring com- 
pulsory health insurance legisla- 
tion. 


Senator Scott Lucas, who is run- 
ning for reelection in Illinois, has 
announced he’s against socialized 
medicine. The AMA campaign is 
already paying off. 

« 


Arno Johnson says the insur- 
ance coverage of the average 
American family is about 60% too 
low. Today’s dollars don’t provide 
the acreage in coverage their 
granddaddies did. 


a 
“Annual reports mystery to 
many,” headlines the world’s 


greatest advertising journal. 

Too many shareholders are in- 
terested only in the dividend rate 
and today’s market change. 


“Salary commensurate with 
ability,” a national magazine of- 
fers in its ad for research director, 
but some of the applicants will 
hope the publisher is more liberal 
than that. 


“I would want to know why 
people have stayed—and why peo 
ple have left,” said Fax Cone, dis- 
cussing what he would ask af 
agency if he were an advertise. 

Maybe they come and go as the 
accounts arrive and depart. 


Popular Mechanics, which dis- 
tributed 94,200 eggs to 17,850 ad- 
men in its recent promotion, de- 
serves a citation from the De 
partment of Agriculture for its 
help in reducing the surplus. 


- 

A parrot which can say, “Polly 
wants Hadacol,” can get a job with 
the LeBlanc Corp. and stop at the 
best hotels. 

A really smart parrot will jum) 
at the opportunity. 

Copy Cus 
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One half of the 
Philadelphia Market 


lives outside the city limits 


Don’t overlook the prospering... 
growing... cities and suburban 
towns that border Philadelphia 
proper. Advertise in THE 
INQUIRER. Reach the whole 4 
billion dollar market . . . third 


biggest in America. 


INQUIRER GIVES INTENSE 
COVERAGE IN THE CITY AS 
WELL AS THE SUBURBAN AREA 


NOW !N ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mnguirer 


Exclusive Advertising Representatives: 
ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD .J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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Newspapers Told 
Not to Bid Up 
Newsprint Price 


HARRISBURG, Pa., Oct. 10—Crans- 
ton Williams, general manager, 
American Newspaper Publishers 
Assn., in speaking before the 
Pennsylvania Newspaper Publish- 
ers Assn. last week, declared that 
while “the over-all newsprint situ- 
ation is tight—very tight—newspa- 
pers, generally, can take care of 
all advertising schedules subject to 
arrangement between the particu- 
lar newspaper and the advertiser 
or agency for optional insertion 
dates.” 

Newsprint supply, Mr. Williams 
said, “is a top priority matter for 
every publisher, and I suggest that 
each newspaper executive check 
immediately on his present meth- 
ods of sending specifications to the 
mill each month, and that he dis- 
cuss with the mill the possibility 
of increasing the tonnage avail- 
able by acceptance of a proportion 
of roll sizes that would mean max- 
imum production as well as max- 
imum delivery. 


ws “While newsprint continues to 
be in short supply, and no early 
relief is in sight,” Mr. Williams 
said, “there is no justification now 
for any kind of government ra- 
tioning.” 

“Production at all North Amer- 
ican mills, going to many other 
users besides customers in the 
U. S., had risen only 1.7% or 69,- 
626 tons during the same period. 
The increased supply for the U. S. 
has come largely because of a 
drop in Canadian exports to other 
markets due to the dollar exchange 
situation, and because the new 
Coosa River mill in Alabama, with 
a capacity of 100,000 tons, came 
into production in January of this 
year. 


= “However, it should not be for- 
gotten that Canada has contracts 
with Great Britain and some other 
countries for tonnage in excess 
of that which is now being shipped, 
and, should the dollar  situa- 
tion change, it is possible that 
those contracts, or a part of them, 
will have to be met, with a result- 
ing decrease of shipments to the 
U. S. As a matter of fact, it is re- 
ported that Great Britain has al- 
ready indicated it will take 75,000 
tons of newsprint during 1951, 
which is an increase of 50,000 
tons over 1950 shipments.” 

“We are heading into the 
months of high newsprint con- 
sumption with low stocks on hand 
by comparison with all years in the 
past. More production is needed, 
but the immediate concern of 
every publisher, large and small, 
is to stay within his regular sup- 
ply and keep out of the spot mar- 
ket. Publishers are urged not to 
bid against each other for the rel- 
atively small supply. That leads 
only to compounding distress,” Mr. 
Williams said. . 

“A spiraling spot market,” he 
warned, “can lead to demands for 
government controls and we ali 


497 MAIL ORDER ADS 


in OCTOBER ISSUE of 
za) Profitable Hobbies! 


fitable 2! 

4) Count ’em...every ad 
keyed for direct, traceable 
results! If you haven’t dis- 
covered the remarkable 
pulling power of this mail 
order magazine gold mine, 
PROFITABLE HOBBIES— 
write at once for sample 
copy and low rates. Circu- 
lation: 100,000 ABC Get 
the facts now... write | 


PROFITABLE HOBBIES 


728 HOBBIES BUILDING, KANSAS CITY 16, MO. 


Even after 3 
years we still 
get orders! 
People save 
Profitable Hebbies! 
Elsa Frissell, 
Houston, Texas 
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| know from recent past experience | ther constriction in the newspaper | news, that newspapers cannot be| been appointed executive vice- 
that government controls rarely | field is to be slowed, and if maxi- 


| satisfy anyone. And certainly con- 
trols make no more newsprint 
_available; the government does 
| not produce a pound of newsprint. 
Controls only take away from 
some to give to others who fre- 
| quently are never frugal.” 


| ws Edwin S. Friendly, president, 
| American Newspaper Publishers 
Assn., and vice-president of the 
New York World-Telegram & Sun, 
| told the Pennsylvania newspaper 
publishers that the weight of in- 
creasing operating costs is becom- 
ing a serious problem. During the 
past 20 years, he said, there have 
been 747 newspaper suspensions. 
Inordinate wage demands and 
spiraling production costs have 
been largely responsible for scores 
of the suspensions, he said. 
“Newspaper employes can pros- 
per only in ratio to the economic 
stability of newspaper ownership,” 
Mr. Friendly pointed out. “If fur- 


mum employment is to be main- 
tained, then there must be a 
heightening of employe respon- 
sibility.” 


s The situation in Pennsylvania is 
similar to that which exists 
throughout the nation, he said. In 
1929, there were 155 dailies in the 
state; today there are about 135. 

“Let us not be self-conscious 
about promoting our virtues,” he 
urged. “You’ll find no measure of 
modesty in television’s exploita- 
tion of television, nor will you 
have to prod radio’s publicity peo- 
ple onstage. New and more lusty 
magazines will keep priming for 
the front-center spotlight. 

“In an era where all forms of 
media must keep elbowing for 
public attention, there just aren’t 
enough hours. We must continue 
to remind the people that nothing 
can take the place of newspapers 
as the prime source for world 


surpassed for effectiveness in pro- | president. 


viding informative and pleasurable 
hours.” 


Allied Chemical Ups Brown 


Chester M. Brown, director of 
sales of the general chemical divi- 
sion, Allied Chemical & Dye Corp., 
New York, has been appointed 
vice-president to succeed F. Harris 
Nichols, retired. Mr. Brown has 
been associated with the corpora- 
tion for the past 21 years and has 
held various positions in the pro- 
duction and sales departments. 


Kenyon Named President 
of Bothwell Agency 

Alden H. Kenyon, formerly pres- 
ident of the James A. Coveney 
Co., owner and operator of the 
“Product-of-the-Week” nation- 
wide grocery product sales promo- 
tion plan, has been named presi- 
dent of W. Earl Bothwell Inc., New 
York agency. He succeeds the late 
W. Earl Bothwell. Frank A. Kear- 
ney, who has been associated with 
the agency for several years, has 


Previously, the agency’s main 
office was in Pittsburgh, but with 
Mr. Kenyon’s appointment, the 
main office will now be in New 
York. The agency’s Pittsburgh and 
Hollywood offices will be operated 
as complete agency units, servicing 
accounts in those areas. 


Radio, TV Ads to Increase 

Advertising of radio and TV sets 
will increase “startlingly” in the 
second half of 1950 over the pre- 
vious six months, a survey of 
members of the Radio-Television 
Manufacturers Assn. indicates. Of 
set makers reporting, all but one 
will boost ad appropriations, it is 
said. 


Norma Spending $70,000 

Norma Pencil Corp. is spending 
about $70,000 for its fall promo- 
tion, handled by William G. Sei- 
denbaum & Co., New York. Ads 
are running in Christian Science 
Moniter, Esquire, Fortune, The 
New Yorker and 12 trade publica- 
tions. 


And that’s how Corporal Frank Chisari, OSS radio 
technician at a Kunming OSS base in early June ’45, 
found himself saddled with a baby nobody wanted! 


@ He tore back to the base but the Army medics 
couldn’t treat natives—regulations...though they did 
furnish sulfa salve for the child’s wound. To get medical 
attention for the baby, he tried the village mission 
schools. One was for grown girls—no help. The other 


promised to do something... 


Next day Chisari found the waif in a room reserved 
for the dying. He again salvaged the baby, sought a 
Chinese hospital and talked tough until a native doctor 
made an examination... Aside from the neck wound, the 


youngster seemed uninjured. 


@ Since no mission would take her, Chisari turned a 
scrapped C-47 cabin into a nursery, made diapers out of 
damaged parachutes, scrounged food. He called the baby 
Ann, after his wife Antoinette. When he was flying, a 
Chinese sentry cared for Ann. A radio headset kept her 
amused, and K-9 dogs stood guard at night. 

Ann thrived on this G.I. routine for several weeks, 
until an impending inspection by General > 
“Wild Bill” Donovan, OSS chief, made 
imperative some other arrangement. An officer 

in the outfit persuaded the German Lutheran 
_», Kun Wei Orphanage to take her. 


The soldier in the jeep, waiting for the refugee 
train to pass, heard a loud splash in the rice paddy 
down the track, and got out to investigate... 

The woman in the ditch was dead. A bundle of 
rags on the roadbed turned out to be a two year old 
girl with a gashed neck, bleeding profusely... 


Corporal Frank Chisari at the wheel 
of his jeep, in Kunming, 1945 


Meet Ann Chisari... 


The GI’s raised $350 for Ann, but most of it was 
stolen by a native clerk at headquarters. Another 
collection netted $75, and a Navy pilot “procured” five 
gallons of cod liver oil! 

On August 6 came Hiroshima, and the War’s end. 
Chisari was ordered home, but asked Kun Wei to care 
for Ann until he could send for her. 


@ Discharged November 4 at Fort Meade, Chisari 
returned to his wife and two children in New York. He 


Kun Wei Orphanage at Kunming, where Ann 
lived before coming to this country 


got a job as a radio technician at Brooklyn Navy Yard— 
good pay, but illness in the family, h. c. |., one thing and 


another, ate up his savings. 


In 1948, he took on a teaching assignment at night, 
and by April ’49 had set aside $600—enough to pay for 


little Ann’s passage on a freighter. With the Communist 
armies overrunning China, Frank felt he had to act fast. 
US Immigration said not a chance...the Chinese 
quota was filled, the waiting list years long. He tried the 
Chinese consulate, various foreign missions, without 
encouragement. In a world of cold war, revolution, misery 
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To Put It Simply 

e THE WORLD of business picks 
up a sizable tab each year for the 
production of manuals for em- 


Employe Communications 


How to Win Friends Among Your Workers 


L___.. By Rosert Newcoms and Marc SAMMONS 


| 
| 


| 


average employe usually manages 
to get off his coat and hat, and 
occasionally his shoes, before tak- 
ing on the latest issue of the em- 


ployes, on such topics as welfare | Ploye publication, or the annual 
and pension plans. Although they | 


are produced by thousands of or- 
ganizations engaged in the manu- 


report. He may even leave it un- 
molested on the living room table 
until he has had supper. 


aie 
= 
= 


- 


facture of countless commodities, 
they are all alike in these two| e The employes of one large com- 
respects: (1) Most employes don’t| pany in the Midwest only a few 
read them, and (2) most of the em-| months ago dutifully went out on 
ployes who do read them don’t un- | strike for benefits less extensive 
derstand them. than those they were receiving at 
It is perhaps incredible to some| the time the strike was called. 
followers of this department that | Workers presumably had been in- 
employes on the whole do not live| formed of benefits as they went 
in a fever of excitement waiting | into effect, or at least the company | clearly the envelope in which em-| tablished that many have been 
for the next communique from the | thought they had. In another com- | ploye insurance policies are mailed | heaved into the trash unopened. 
employer to come in the mail. The| pany it is the practice to label| to the home, since it has been es-| In searching out employe re- 


TV POW-WOW-—Over in a corner to discuss current television problems during the 

10th anniversary banquet of the Society of Television Engineers in Los Angeles are 

Don Fedderson, general manager, KLAC; Frank Samuels, vice-president, western 
division, ABC; and George E. Sterling, FCC commissioner. 


New Yorker! 


and want, millions of DPs, what was one Chinese baby 
more or less?... Chisari was licked. 

In common with a few million other New Yorkers, 
Frank Chisari has read The News for years. At the end 
of his rope, he had a hope and a hunch. 

On May 2, 1949, he phoned The News. 


@ Neil Toomey, newsroom switchboard chief at The 
News for twenty years, has listened to messiahs, movie 
stars, maniacs, politicians, press agents, and screwballs of 
all species... but Chisari’s story was a new one. He 
notified the city desk, and Joe Martin, reporter, listened 
to Chisari and believed him. Bob Shand, managing editor, 
assigned Martin and Neal Patterson to investigate. 

In the next two weeks, Martin and Patterson located, 
phoned, interviewed enough of Chisari’s old associates 
in OSS at Kunming to confirm his story. 


A recent picture of Ann, brought to this country and adopted 
by ex-GI Frank Chisari, who had saved her life in China. 


@ On May 23, Chisari, Martin and Patterson went to 
Washington and met, by appointment, Immigration 
Commissioner Watson B. Miller, the State Department’s 


would issue the necessary passport. 


Robert Alexander, and representatives of the Attorney 
General...to consider the Affair of Ann. 


The first problem was to get the child out of China. 
The News consulted Madame Chiang Kai-shek, then in 
New York. She cabled the Generalissimo, and on May 26 
advised The News that the Nationalist Government 


Messrs. Wallace and Martin before departure for Taipei. 


Frank Chisari (center) gives them a doll for Ann. 


@ On June 5, the project suddenly went into high gear 
...as Commissioner Miller learned that a just-discovered 
default left an unused number in the ’49 Chinese quota. 
Ann could have it if brought to the US by June 30! 

On June 8, The News broke the girl’s story, carried a 
chronological account of Chisari’s adventures for four 
days...It helped New Yorkers ignore the first heat wave 
of ’49, and made a hitherto unknown Chinese child the 
most discussed celebrity in New York. Millions of people 
became concerned with Ann’s chances vs. distance, time, 
red tape, the Chinese civil war, and air flight schedules. 

The News switchboard load leaped, and mail 
mounted. Some people wanted to help, some wanted help 
in bringing relatives and friends from abroad. Some 
wanted to know why the fuss over a Chinese kid when 
we got plenty orphans in this country to take care of? 

In New York, Chisari wondered where Ann would fit 
in his four and a half room First Ave. apartment, holding 
himself, wife, two children, mother, and brother. 


@ On June 11, Martin and News cameraman Bill 
Wallace took off for China. Neal Patterson remained in 
New York to act as their liaison, and to process the long 
cables that came from Martin each day. 

Martin and Wallace arrived in Hong Kong and left two 
[continued on next page] 
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action to an important letter from 
the company president not long 
ago, a polling outfit in the East 
| was abashed by the frequency of 
| the employe reply: “What letter?” 
|The opinion surveys that show a 
| monemmontet employe acceptance 
|of management materials are 
| studies in self-deception; the high- 
'est legitimate percentage in the 
land is none too good. 


e How good percentage-wise are 
the manuals of Liebmann Brew- 
eries Inc. of Brooklyn, the authors 
of this department are unprepared 
to say. But the three of them—one 
on health and welfare plans for 
union. workers, another on the 
same topic for salaried employes, 
and a third on the white collar 
employes’ pension plan—are dis- 
tinguished for their simplicity of 
design and clarity of language. 
Philip Liebmann, company presi- 
dent, goes into no rhetorical gym- 
nastics in his introduction; he 
doesn’t waste a lot of space telling 
employes how wonderful the out- 
fit is. The manuals are well or- 
ganized, well illustrated, and tab 
indexed for quick reference. Some- 
body has had the gumption to an- 
ticipate the questions employes 
might ask, and to build much of 
the job on the answers. These 
three manuals deserve to be read 
by company employes, since they 
have earned the right. 

“While we feel it most important 
in this day and age to provide these 
forms of security,” Mr. Liebmann 
points out, “we also feel it is equal- 
ly important to present them in 
the proper way to our entire or- 
ganization...The presentation of 
our free enterprise system is de- 
pendent upon both action such as 
these booklets describe and also 
public relations in the form of 
making sure people understand the 
action which ‘has been taken.” Too 
many companies settle for much 
less. 


Adds Portland Unit 


Luncheon Is Served, food sam- 
pling service with headquarters in 
Philadelphia, has added Portland, 
Ore., to its list of units. This 
brings the total to 17 units. Marian 
Nylen is the home economist in 
charge of the Portland unit, with 
offices at 500 Dekum Bldg. 


Ferguson to Watts, Payne 


Benton Ferguson, formerly ad- 
vertising director of the Fort 
Worth Press, has been named an 
associate of Watts, Payne Adver- 
tising, Tulsa, Okla. 


Mail off in 
Foreign Service, the V.F.W. maga- 


order copy pays 


zine. Scores of unsolicited advertiser 
testimonials, and scores of repeat 
ad accounts, tell the significant story 
better than charts and surveys. 


When keyed copy pulls like this, 
you can’t ask for better proof of 
readership that produces over-the- 
counter sales for your dealers. 

& 


WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 


Torcign Sewice 
THE V.F.W. MAGAZINE 
Dan B. Jesse, Jr. & Associates, Inc. 


Advertising Directors 
10 East 43rd St., New York 17, N. Y. 
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Rairigh, Rubel 
Tell Methods of 
Reducing Costs 


CoLumMpewus, Oct. 10—*There is no 
trick or secret to keeping produc- 
tion costs down. It requires good 
management and the proper use of 
the tools that are at our disposal,” 


| Canadian Breweries Names 
| Five to New Ad Posts | 


| Canadian Breweries Ltd., To-| 
ronto, has announced the follow- 

| ing new appointments in its adver- 

| tising department and the adver- 


|tising departments of companies | 
*Indicates first listing in this column. 


it controls and operates: ot eee 
W bee Oct. -17. Bo n on. Dis- 
| Joseph att has nm named tribution, 22nd annual meeting, Hotel 


| general advertising manager of | 
| : * | Statler, Boston. 
|Canadian Breweries and R. S. S 


| . ws | Oct. 20-22. Midwest Conference of 
| Grier, advertising manager Of} women’s Advertising Clubs, Hotel 
|Canadian Breweries (Quebec). Schroeder, Milwaukee. 


'Stewart Tucker has been appointed | Oct. 22-24. Advertising Federation of 
advertising manager of O’Keefe’s | America, 10th District convention, Herring 


: | Hotel, Amarillo, Tex. 
| Brewing Co. C. W. Hale has been | "'O.:' ‘23-24. Inland Daily Press Asm., 


annual meeting, Congress Hotel, Chicago. 


| lishers Assn., 
| Greenbrier, 


annual convention, The 
White Sulphur Springs, W. 
Va. 
Oct. 31-Nov. 1. American Assn. of Ad- 
vertising Agencies, annual Eastern Con- 
ference, Hotel Roosevelt, New York. 
Nov. 2. Upper Midwest Sales Con- 


| ference, sponsored by the Sales and Mar- 


keting Department, Minneapolis Chamber 
of Commerce, and the Minneapolis Assn. 


of Sales Managers, Nicollet Hotel. 


Nov. 14. American Public 
Assn., sixth annual ting, Washing. 
ton, D. C. 


Nov. 16. National Business Publica- | 
tions, annual meeting, Waldorf-Astoria 
Hotel, New York. 

Nov. 20-22. Central regional meeting, 


National Newspaper Promotion Assn., | 
Indianapolis. 
Jan. 19-20, 1951. Southwestern Assn. | 
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co, have announced the following 
new appointments: Gordon Gran- 
nis has been named assistant to 
Maury Baker, KGO promotion 
manager. He succeeds Wally Hut- 
chinson, who has joined the west- 
ern division promotion department 
of NBC, Hollywood. John Burr, 


formerly with the Times, Palo Alto, 
Relations | C4l., has joined the KGO promo- 


tion staff. Alan Johnstone has been 
named ABC network sales repre- 
sentative in San Francisco, while 
Jack Gregory has joined the sales 
staff of KGO-TV. Mr. Gregory 
was formerly manager of Allied 
Advertising Agency, San Francis- 
co. 


according to Richard M. Rairigh,| named advertising manager of 


director of production for Mc- 
Cann-Erickson, Cleveland. 

Speaking at the session on agen- 
cy management trends at the Ohio 
State University Advertising and 
Sales Promotion Conference, Mr. 
Rairigh outlined the problem of 
keeping costs down and the logical 
steps for solving it. 

“Regardless of the general trend 
of business,” he argued, “wage 
scales in the graphic arts trades 
are going to continue relatively 
high and there is little that we 
can do about it.” 


ws “Advertising production,” he 
continued, “depends almost entire- 
ly on this highly skilled labor. 
Since this one factor influences the 
price of advertising production 
more than anything else, it fol- 
lows that the cost of advertising 
production will be relatively high.” 

Mr. Rairigh said that while 
tricks and shortcuts are useful, 
major production economies can 
only be effected through: 

1. Coordinated planning before 
actual production is executed. 

2. Bringing about an increase in 
the ability and knowledge of pro- 
duction personnel themselves. 

In order to accomplish these 
two objectives, he suggested that 
agencies: 

1. Adopt a policy of including 
competent production personnel 
in creative planning discussions. 

2. Encourage production per- 
sonnel to learn proper uses of 
various processes in preference to 
studying the equipment used and 
the process itself. 

3. Encourage production staff 
members to keep abreast of all 
new processes or improvements in 
processes and to keep informed of 
experimental work in the field. 

4. Give suppliers complete, de- 
tailed and definite instructions, 
and encourage suppliers to offer 
constructive suggestions. 


ws Ira W. Rubel of Rubel & Field, 
Chicago management consultant to 
advertising agencies, recommend- 
ed a bonus system for copywriters 
as a means of improving their 
earning power 
and boosting 
agency efficiency. 

In estimating 
costs, an agency’s 
top executive and 
the copywriter 
should decide in 
advance how 
much time will 
be required to do 
a particular job 
or handle an ac- 


Ira Rubel count, he said. 
“If the copy- 
writer is allotted 100 hours to 


write the copy for a certain client’s 
account but actually does this 
work in 75 hours, he saves 25) 
hours of time,” Mr. Rubel said. 
“If such a man’s hourly rate is 
$5 an hour then he has saved the 


Carling Breweries Ltd. J. H. C. 
Penaligon has been appointed ad- 
vertising manager of Brading’s 
Capital Brewery Ltd. and British 
American Brewing Co. ap- 
pointments are effective Nov. 1. 


Lawrence Holder to GN&éG 

Lawrence Holder, formerly with 
the publicity department of Amer- 
ican Broadcasting Co., has joined 
the public relations department of 
Geyer, Newell & Ganger, New 
York. 


Oct, 23-25. Life Insurance Advertisers | 


Assn., annual convention, Claridge Ho- 
tel, Atlantic City. 

Oct. 23-25. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. : 

Oct. 24. New England Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Parker House, Boston. 

Oct. 25-28. National Assn. of Photo- 
Lithographers, 8th annual convention, the 
Shoreham, Washington, D. C. 

Oct. 26-27. Audit Bureau of Circula- 
tions, annual meeting, Drake Hotel, Chi- 
cago. 


Oct. 26-28. Southern Newspaper Pub- 


of Advertising Agencies, Baker Hotel, 
Dallas. 

Jan, 22-23, 1951. Assn. of Railroad Ad- 
vertising Managers, St. Petersburg, Fla. 

Jan. 22-24, 1951. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 

*Feb. 16-17, 1951. Pennsylvania News- 
paper Publishers’ Assn., display adver- 
tising conference, Penn Harris Hotel, Har- 
risburg. 


ABC, KGO Appoint Four 


American Broadcasting Co., San 


O’Connor Joins Watt 

George E. O’Connor has left 
the Rural New Yorker to join the 
eastern office of Watt Publishing 
Co., as assistant to the eastern ad- 
vertising manager. 


Kerney to ‘Press-Courier’ 

Lyle Kerney has been appointed 
national advertising manager and 
automotive editor of the Press- 


Francisco, and KGO, San Francis- | Courier, Oxnard, Cal. 


agency $125 and he ought to get 
half of the savings.” 

“When the executive estimates | 
that it will cost $1,000 to perform | 
all the copy seryice on a particular | 
account and the copywriter han-| 
dles the account for $750 instead of | 
$1,000, he ought to receive ont | 
of the saving.” 


Taylor Strawn Joins FC&B 
Taylor Strawn has joined the | 

research department of paste, | 

Cone & Belding, San Francisco. 
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> arcival of MATS transport at La Guardia 
Field on June 29, while a crowd of 5,000 looks 
on. Frank Chisari (center) carries Ann to waiting car 
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days later for Formosa, where they were 
to await the arrival of Ann from Kunming. 
On June 14, Martin and Wallace reached 
Taipei, had trouble getting Ann’s doll, a gift 
from the Chisari kids, through customs. The 
matter was settled by the arrival of their official escort, 
Col. K. A. Wee of the Nationalist Army, Columbia 


graduate, and a former Bronxite. 


At Taipei the News men lived in a former Jap geisha 
house, now the officers’ Morale Endeavor Association 
Hostel and HQ for Gen. Huang. During a lobster dinner, 
The News men impressed Gen. Huang with need for 
speed, and he cabled the Governor of Yunnan Province. 

From June 15 through the 18th, The News men 
killed time in Taipei, sightseeing, sleeping, shopping for 
cigarettes at $40,000 Chinese dollars, a bottle of Scotch 
at $3,000,000,.. tried to think up new expediting angles. 


Little Ann soon becomes ac 


i 


quainted 


with her new brother and sister 


[continued from preceding page] 


@ In New York on June 17, Chisari got a Knickerbocker 
Village apartment, because of the News story. 


@ On June 19, Ann was released from Kun Wei after the 
State Dep’t had cabled orphanage officials guaranteeing 
her care in this country. 


sey — 


tg! a2 Kon ¥: 


Family group, with Messrs. Martin, Wallace, and Lieut. 
Ethel Madden, flight nurse, who took care of Ann on plane 


—— 


To get Ann to Taipei. Chiang Kai-shek assigned 
a plane to take her to Canton, where the Chinese 
National airline was to complete the flight to Formosa. 
But the days passed without action. 

In Taipei, Martin and Wallace were worn out with 
waiting, were ill from native food. A Marine M/S gave 
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Dceuglas Aircraft Opens Class and Mass 


Ad Drives in Magazines Following Survey 


Santa Monica, CAL., Oct. 11—/ the idea of flying to Mr. and Mrs. 
Douglas Aircraft Co. is now using | 
two new patterns of advertising | 


developed following a three-month 
study by Stewart, Dougall & Asso- 
ciates at 51 airports and in 56 cities 
and towns throughout the United 
States. 

The study revealed that 5,000,000 
people accounted for some 15,000,- 
000 air passengers carried last 
year, and that one-tenth of these 
individuals were responsible for 
more than half of all air travel. 
To offset this, however, it was also 
learned that among the 95,000,000 
adults in the country, 37,500,000 
are favorably disposed to air 
travel. 

The result is an ad campaign 
running from now through Decem- 
ber on a once a month basis in 
all media used. In mass circulation 
magazines the objective is to sell 


Average American. Theme is 
“Americans just naturally love to 
fly.” 


Otters New Display Sticker | 


Decal Plas-Stik Co., New York, 
has introduced a new display | 
sticker that adheres to glass, and | 
enameled, glossy, painted, or'| 
metal surfaces, with no adhesive | 
required to make it cling. Called 


| Plas-Stik, the new product is vinyl 
| film cast from Geon paste resin, a 


product of B. F. Goodrich Chem- 
ical Co., Cleveland, on which an 
advertiser’s name, slogan, or trade- 
mark is printed in multi-colors by 
the silk screen process. It is said 
that it can be removed easily 
leaving no mark or stain, and after 
removal can be used again. 


Synthron Appoints Witze 
Claude O. Witze, formerly avia- | 
tion editor of the Journal-Bulletin, | 


25TH BIRTHDAY-—When the | tion of the Conti 


tal Advertising Agen- 

cy Network was held in Minneapolis, the events included the celebration of the 25th 

anniversary of Olmsted & Foley, host agency. Here, Ward H. Olmsted (center), 

senior partner, receives a cake from John F. Arndt, president of the network and 

of John Falkner Arndt & Co., Philadelphia. Richard Turnbull, vice-president of the 
Four A’s, adds his congratulations. 


Providence, R. I., has been named! manager of Synthron Inc., Ashton, 
industrial and public relations R. I., manufacturing chemist. 


them some slight relief—two cans of Campbell soup 
which they made the native chef heat in the tins. 


@ After eleven days, Ann arrived in Taipei from 
Canton, on June 24, on a 4 place Cessna assigned by 
General Clare Chenault’s Flying Tigers Airlines...was 
met by Martin, who gave her the Chisari kids’ doll. 

Ann wore a blue polka dot dress, coat made of an old 
Army blanket, and carried a green canvas bag with a 
toothbrush, toothpaste, a few soda crackers and 
pieces of candy. Her scars had almost disappeared. 

Mme. J. C. Huang, wife of the General, helped 
entertain Ann, while Martin and Wallace got clearance for 
Ann. The party left Taipei on June 26, at 1:35 PST ina 
MATS plane ordered by Defense Secretary Johnson, and 
assigned by Gen. Laurence S. Kuter, MATS commander. 


@ On June 29, the plane landed in New York at La 
Guardia, to cheers of a crowd of 5,000. On First Avenue 
near the Chisari apartment the street was thronged, 

The police threw a cordon around the block over the first 
weekend to protect the family from the crowds. 


@ After reporting to the News office, Joe Martin 
compromised on a vow taken in Taipei to kiss American 
soil... by kissing an “El” pillar at 42nd and 3rd near 
The News Bldg., before another cheering crowd. 


@ Little Ann fitted quickly into her new life... was 
baptized, iearned English, started school in September, 
had turkey at Thanksgiving and was remembered by 
Santa Claus. She has grown steadily, gained weight, 
seems destined to grow up a typical American... This 
advertisement was delayed almost a year until we were 
sure that Ann was here to stay. 


@ Last November, the Silurians, a society of veteran 
newspaper men, honored Joe Martin, Neal Patterson and 
Bill Wallace “for the best editorial achievement of the 
year’”...and presented the trio with $100 War Bonds, 
which were later turned over to little Ann, 

Messrs. Martin and Wallace traveled 23,600 miles, 
filed 16,000 words by cable at 9c a word. The story cost 
The News about $15,000, and as a story, was well worth 


ee 4 2 


Joe Martin kisses 
“EI” pillar on 42nd St. 


| aor : rite Ones 
Crowds on First Ave. near the Chisari apartment, 
as Ann is brought home by police escort 


it. The odyssey of Ann was one more News tie with the 
affections and sympathies of millions of New Yorkers! 


@ Did you ever realize that the Largest Circulation in 
America could influence the top brass in Washington, cut 
red tape in the State Dep’t and Air Force... get the 
cooperation of the Chiang Kai-sheks, harassed by the 
Communist encroachment...enlist the aid of hundreds of 
nameless men and women—plane pilots, government 
officials and clerks, soldiers, Army nurses, dispatchers, 
welfare workers, doctors, mechanics...and interest 

the people of two continents in helping a war waif? 

With the Largest Circulation in America, in the 
world’s best market—you can’t miss! 

The News carries your message to seven out of ten 
city families, half the families in the New York suburbs, 
covers a cross section of all classes and income groups 
... Sells your product to cops and capitalists, debs and 
dowagers, matrons in gingham and mink, executives and 
elevator operators, department store buyers and local 
dealers, customers and cash registers of every kind. 


@ The News opens doors and purses, makes friends and 
fortunes—because it moves more minds to buy than any 
other medium on earth. Any national advertiser not in 
The News is selling short his own sales opportunity! 


THE & NEWS, New York's Picture Newspaper 
220 East 42nd St., New York... Tribune Tower, Chicago 


155 Montgomery St., San Francisco 


Rolfs to Use Spots 
on 48 TV Stations 
for Leather Goods 


West BEND, Wis., Oct. 11—For- 
| ty-eight television stations will 
carry a heavy schedule of TV an- 
nouncements featuring Rolfs Inc. 
billfolds and personal leather 
goods beginning Nov. 20 and con- 
tinuing through Dec. 22. 

The television promotion is the 
first national saturation campaign 
ever to be conducted by a personal 
leather goods manufacturer, Rolfs 
claims. 

Four spot announcements com- 
pleted recently for Rolfs by Sarra 
Inc. are scheduled a total of 15 
times on each of the 48 stations. 

The TV films point up distinc- 
tive features of Rolfs’ Director 
and Directress billfolds, plus 
matching Rolfs accessories such as 
the pocket secretary, key kaddy, 
silhouette billfold and automatic 
cigaret case. ‘ 

Four special TV film announce- 
ments are available to Rolfs deal- 
ers to tie in locally at the same 
time the national campaign is 
running in their markets. 

Besides television, the fall- 
Christmas promotion also calls for 
advertising in magazines and ex- 
‘ensive dealer aids. Cramer-Kras- 
selt Co., Milwaukee, is the agency. 


Oxford Promotes Chisholm 
William H. Chisholm, formerly 
assistant to the president of Ox- 
ford Paper Co., New York, has 
been elected vice-president of the 
company. He has been associated 
with the company since 1940, and 
was recently elected a director. 


Crosbie Joins ]WT, Toronto 

John S. Crosbie, formerly gen- 
eral manager of the Canadian Ad- 
vertising Agency, has joined the 
Toronto office of J. Walter Thomp- 
son Co. 


Consider 
This 
New England 
Farm 


Market 


| For almost a century the Homestead has 
been a constant companion for its readers. 
| It talks their language. It fights their 
| battles. They have utmost confidence in 
| it. When you advertise in the HOME- 
| STEAD you have already broken through 
| the barriers of suspicion. Your introduc- 
| tion to these readers has been like that 

of an old and trusted friend. Your sales 
| battle is more than half won. 


LOCAL INFLUENCE and EDITORIAL 
PRESTIGE—built up over several genera- 
tions—has developed this wonderful loy- 
alty among our 145,000 farm subscribers. 


Take advantage of this blanket coverage 
of New England. Reach better than 145,000 
uality farmers—for only $840.00 a page. 
ample and complete information gladly 
furnished. 
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This is 
the Media Director who put his 
client on the trail that leads to 
sales to 1,000,000* MEN who read 
and own The Elks Magazine. 


* Dec. 1949 ABC statement— 


a. 928,010 circulation—a substantial 


bonus over guaranteed 850,000 
on which current rates are based. 


YOU'LL SELL IT... 
IF YOU TELL IT IN 


The 


glks 


New York + Chicago + Detroit 
Los Angeles + Seattle 


‘Bayer’'s ‘Druggists 
| of America’ Line 
Barred by FTC 


WASHINGTON, Oct. 11—The Fed- 
eral Trade Commission ruled to- 


| day that Sterling Drug Co. must 
| not imply that “druggists of Amer- 


ica” sponsor the “American Mel- 


| ody Hour.” 


The commission said the expres- 
sion, used in the program from 
1936 to 1944, implies that the drug- 
gists recommend Bayer aspirin, 
and has the capacity of injuring 
competitors and deceiving the pub- 
lic. 

The order also bans the expres- 
sion, “only 15¢ now, for 12 tab- 
lets.” FTC said this expression im- 
plied that the price had been re- 
cently reduced, whereas the sug- 
gested retail price had been un- 
changed since July 1, 1934. 

The complaint was filed June 7, 
1946. 


Natcon Promotes O’Brien 


Helen Madelon O’Brien has been 
appointed publicity director of 
Hirestra Laboratories Inc., maker 
of Endocreme hormone cream, and 
Kathleen Mary Quinlan Inc., cos- 
metics, both subsidiaries of Nat- 
con Industries, New York. Miss 
O’Brien also will continue in her 
present position as educational di- 
rector of Hirestra. 


Miss Stern Rejoins DuMont 


Charlotte F. Stern, formerly 
director of advertising and promo- 


| tion for DuMont Television Net- 


work, New York, has rejoined Du- 
Mont in the same capacity. Miss 
Stern returns to this post after a 
two year absence during which 
time she was head of her own TV 
program sales organization. 


LAKE 
MICHIGAN 


@ INDIANAPOL! 


The South Bend-Mishawaka trading area —all by itself —is a 
market worth covering. Over half-a-million people live in these 
eight counties alone. They spend nearly half-a-billion dollars a 
year on retail purchases. 

And that’s just part of WSBT’s primary coverage! The entire 
primary area takes in 1% million people who spend nearly $1% 
billion a year. That’s what we mean by bonus coverage! 

Want your share of this big, rich bonus? It’s yours with WSBT, 
the only station which dominates the entire market. 


PAUL H. RAYMMER COMPANY © NATIONAL REPRESENTATIVE 


GIVES YOU BONUS COVERAGE! 
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Jack A. Goodman, who joined Simon & Schuster as ad manager 
in 1936 after handling the S&S account at Schwab & Beatty, New 
York, has been made a member of the board of the publishing 
company. His present title is vice-president and executive edi- 
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READY TO GO—A threesome ready to tee 

off at the annual golf tournament of Chi- 

cago Printed String Co. are Rod Mann, 

Ohio sales representative; Thomas Destelle, 

vice-president, and Tim Morrow, president 

of Tim Morrow Advertising, the company’s 
agency. 


Walter Anderton has re- 
tired as New England man- 
ager of American Home... 
After 22 years as retail ad 
manager of the Gazette, Gas- 
tonia, N. C., Mark L. Wallis 
is retiring. . .F. A. Seiberling, 
retired founder of Goodyear 
Tire & Rubber Co. and Sei- 
berling Rubber Co., observed 
his 91st birthday on Oct. 6 
at his home in Akron. Greet- 
ings from out-of-town mem- 
bers of his family, a few 
more callers than usual, and 
a birthday cake marked the 
day... 

Hudson F. Meyer, v. p. in 
charge of the New York of- 
fice of Caples Co., is the del- 
egate of the National Assn. 
of Travel Officials at the 
5th International Conference 
of National Travel Organi- 
zations in Dublin Oct. 17- 
FP 

David Sarnoff, chairman 
of the board of Radio Corp. 


of America, received an hon- 
orary degree of Doctor of Humane Letters from the University of 
Louisville for his leadership in the TV and radio fields... Friends 
of Air Force Lt. Paul Morgan, formerly wth Stephen E. Fitzgerald, 
New York, and now on active duty in Rapid City, S. D., got a post- 
ecard which read, in part, “Having a wonderful time—wish you were 
here instead.” .. 

Edwin A. Scott Jr., son of the publisher of Sheet Metal Worker 
and three other business papers, has joined his father in the pub- 
lishing business... 

Bee Angel, who operates her own marketing research organization 
in Chicago, has joined the ranks of teachers with an assignment to 
teach her favorite subject this winter at the evening school of Loy- 
ola U... 


AGENCY GET-TOGETHER—Chicago and Rockford, Ill., offices of Cummings, Brand 

& McPherson had an all-day cuting for the agency’s golf enthusiasts at the Rock- 

ford Country Club a few weeks ago. Participants, here, are (front row) Roger M. 

Porter; R. J. Christopher; James R. McPherson; Harry W. Harnquist; and Willard L. 

Dorr. Standing are William W. Jones; J. Richard Eby; Earl M. Cummings, president 
of the agency; Fleming Brown; Richard L. Blewfield; ond A. B. Brand. 


There’s not only an eagle eye, but an official one trained on con- 
tracts at Norman Malone & Associates, Akron agency. Don B. Mc- 
Fadden, operations director and space buyer, has been admitted 
to the Ohio Bar. He received his L.L.B degree from the Akron 
Law School after attending night classes for four years... 

Harold E. Christiansen, head of the Christiansen Advertising 
Agency, Chicago, recently made a hole in one, and not at his own 
golf club. The ace was scored on a 177-yard hole at the Westmore- 
land Country Club, near Wilmette, Ill... — 

Carl Ganz, national ad manager of the Baltimore Sun, became a 
grandpa the last week of August, when his daughter, Janice, pre- 
sented him with a granddaughter... 

Parlin Lillard, sales promotion manager of General Foods, New 
York, is leaving soon for a month’s pleasure trip through South 
America... 

Clarence B. Goshorn, board chairman of Benton & Bowles, is 
chairman of the advertising division of the 1950 fund appeal of 
Travelers Aid Society of New York... 

International Media Corp.’s president, Herbert Rosen, left New 
York by plane a couple of weeks ago on his third European trip of 
the year. He will visit England, France, Belgium, Holland, western 
Germany, Austria, Italy and Switzerland with the purpose of es- 
tablishing branch offices... 

Torkel Gundel, Chicago agency man specializing in media pro- 
motion, was presented with a Hamilton watch Oct. 2 by the Chi- 
cago Dotted Line Club in appreciation of his services to the club 
during the past several years. The presentation was made by Chick 

Price, Keeney Publishing Co... 
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‘Modern Materials Handling’ Tells How It 
Used Western Union to Evaluate Market 


Boston, Oct. 11—A new method 
of market analysis and checking a 
circulation list for a controlled 
circulation business paper has 
been developed by Modern Mate- 
rials Handling. 

As a result of a survey con- 
ducted for the publication by 
Western Union Telegraph Co. to 
determine the actual buyers of 
materials handling equipment, the 
business paper will increase its 
CCA circulation from 22,000 to 
32,000 effective Jan. 1, Norman L. 
Cahners, publisher, told AA. At 
the same time, advertising rates 
will be increased from $300 to 
$395 per page. 

Mr. Cahners explained how a 
study of the manufacturing market 
showed 24,690 plants with 100 or 
more employes accounting for 
76% of the industrial equipment 
purchases, and the publication de- 
cided to concentrate on these lar- 
ger companies, since distribution 
to others would be too wasteful. 


a “So we tackled the job of com- 
piling the names of the 24,000 key 
plants,” he said. “No list of these 
plants was available. We had to 
obtain and check lists from the 
secretaries of state of individual 
states, dig out names of plants 
employing 100 or more people, and 
list each plant on a card.” 

In similar fashion, and using 
various government and trade as- 
sociation statistics as a base, the 
company built. up an additional list 
of 4,162 “blue chip” companies in 
the distribution field, including 
transportation, warehousing and 
terminals, and retailing. 

“But,” said Mr. Cahners, “our 
major problem was still unre- 
solved. We could not be absolutely 
certain of reaching the man in 
charge of materials handling in 
each of the 28,852 ‘bullseye’ com- 
panies in the manufacturing and 
distribution fields. 


a “So we called Western Union. 
We knew that its organization 
probably was one of the best 
equipped in the country to make 
direct, personal contacts with 
every one of the manufacturing 
plants and distribution companies 
we wanted to reach.” 

Western Union accepted the job 
eagerly, sent complete instructions 
to thousands of Western Union of- 
fice managers, and handled the job 
of personally contacting a respon- 
sible official in each of 28,852 
companies on the Modern Mate- 
rials Handling list. In each case 
Western Union completed a des- 
ignated questionnaire and secured 
the names of the men in charge of 
materials handling. 

Preliminary tests of the Western 
Union job (checking their returns 
in two states against a specially 
compiled list of materials handling 
men) showed the WU check to 
be 98% accurate. 


® As a result of the Western 
Union survey, and a cross check of 
the membership of American Mate- 
rials Handling Society, Mr. Cahn- 
ers said, 3,148 additional names 
were added to the magazine’s cir- 
culation lists, making a total of 
32,000. 

He declined to reveal what the 
unusual survey cost, but empha- 
sized his belief that any company 


would find it worth while to use 
the same method in making a sur- 
vey of its own market potential. 


Two Appoint Fellman Agency 

Leonard F. Fellman & Associ- 
ates, Philadelphia, has been re- 
tained to handle the advertising of 


Mulhern to West-Marquis 


John Mulhern Co., San Francis- 
co beverage bottlers equipment 
and supply company, has ap- 
pointed the San Francisco office 
of West-Marquis to handle its ad- 
vertising. 


Promotes Charles Demian 


Charles N. Demian, public rela- 
tions assistant since 1948, has been 


promoted to manager of press re- | 


Perfect Knit Togs Inc. and Cabana| lations of the Erie Railroad in 


Beachwear Co. 


Cleveland. 


If you make any of these products — 


Lubrication Engineering 


can sell them for you ¢@ wrRitE FOR FACTS 
343 S. DEARBORN ST. CHICAGO 4, ILL. 


ead, for F ere, oaks: 
ete information and low prices 
Gordon Plastic Products Corp. 
Dept. A Ossining, N. Y. 


MAKE YOUR OWN 
SIGNS THE MOME! 
YOU NEED THEM 


EDIGREE or pooch .. . 
pride of the kennel and ancestors anonymous get the 
same loving care from the boy. 


Yes, boys really see to it their dogs are well fed. And 
that means nourishing, well-balanced dog foods. 


56% of BOYS’ LIFE readers have a dog at home. 
(national average is 35%) 


and 


82% of BOYS’ LIFE families buy packaged or 


canned dog foods. 


DOG FOOD ADVERTISERS TAKE NOTE: 


48.5% of the time, THE BOY HAS A HAND IN 
SELECTING THE BRAND! Still another instance where 
you detect, if you look, the boy behind the hand that 


makes the purchase. 


To reach the boy behind the sale, use the one 
magazine with the greatest boy influence. Add boy 


makes no difference. The 


power to your '51 schedule with 


Boys Life | 


THE NATIONAL MAGAZINE FOR BOYS 


A great selling force in the boy market read by 1,800,000 boys each month 


PUBLISHED BY THE BOY SCOUTS OF AMERICA, 2 PARK AVENUE, N. Y. 16, N. Y. 


THE BOYS' LIFE STORY 


1s dramatically told in the 1950 
BOYS’ LIFE Survey. Write or 
ask your BOYS LIFE representa- 
tive for a copy of the survey 


today 
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Lewyt Uses Telegram Coupon Rules in Sindlinger Case 


A Western Union telegram re-| 
places the usual coupon in a} 
Lewyt Corp. 


asking for a free demonstration of | 
Lewyt’s combination vacuum) 
cleaner-carpet sweeper is the onl 

spot of color on the b&w patios | | 
The remainder of Lewyt’s national | 
magazine promotion will carry | 
standard mail-in coupons. Hicks} 
& Greist, New York, is the agency. 


To St. Georges & Keyes 

Berks-Lehigh Cooperative Fruit 
Growers Inc. has appointed St. 
Georges & Keyes, New York, to 
handle advertising for Red Cheek 
apple juice. Newspapers and tele- 
vision will be used. Irwin S. Rich- 
land Co. was the previous agency. 


spread test ad in| Chicago, must stand trial in the 
Look, Oct. 24. A yellow telegram | monopoly suit brought against it 


U. S. District Judge Guy Bard 
has ruled that A. C. Nielsen Co., 


by Sindlinger Co., radio re- 
| search organization which has 
closed shop (AA, Oct. 2). The 
court ruled, however, that Arthur 
C. Nielsen, president, and Harry 
A. Rahmel, vice-president, are not 
properly defendants to the suit. C. 
E. Hooper Inc. also is a defendant 
in the case. 


Wandestorde Joins Baker 

Robert H. Wandesforde, former- 
ly with Wallace Mackay Co., 
Seattle, and later a free-lance 
artist, has joined Frederick E. 
Baker & Associates, Seattle, as art 
director. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


Dwelling Units Up 
23.6% Since 1940 


WASHINGTON, Oct. 11—Reflecting 
the tremendous postwar housing 
boom, the 1950 population census 
has recorded the fact that the 
number of dwelling units in the 
U. S. has increased 23.6% since 
1940. This compares wih a 14.2% 


increase in population during the | 
| 


same period. 

The numerical increase in 
dwellings—from 37,325,470 in 1940 
to 46,151,170 in 1950—was the 
greatest in any decade, according 
to Census Director Roy V. Peel. 

Arizona has a 63.9% increase; 
Florida 62.8%, Nevada 56.3% and 
California 54.2%. 


Transitads to Hicks 


National Transitads, New York 
and Chicago, transportation adver- 
tising operator, has named Law- 
rence Boles Hicks Inc., New York, 
to direct the “Reviewing Stand” 
and all general advertising and 
sales promotion. 


GO AFTER SALES!... Use 


OHIO SELECT LIST 


Newspapers 
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Big increase in spendable income is predicted by all cities of the Ohio Select List 


The Ohio Select List home-town market contributes more than 2 billion dol- 
lars of the approximately 3 billion in retail sales outside metropolitan areas 
—(60 out of 88 counties) over 1,700,000 daily readers—a market far 
@ The market represented by the Ohio Select List can only be reached through their 
WRITE NOW FOR COMPLETE MARKET DATA 


51 Cities of the 
Ohio Select List 
Newspapers 


570,269 


Net Paid 
Circulation 


YY 


by 
Y 


ZZ 


1319 Terminal Tower, Cleveland, 0. 


~ JOHN W. CULLEN CO. chicago + New York » Cincinnati 
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The Creative Mans Corner 


In order to avoid being accused of comparing apples with 
oranges, let’s keep this week’s discussion confined to alcoholic 
beverage advertising—and confine it still further to the 
hawking of several upper-bracket beverages from a recent 
issue of that wonderfully sane magazine, The New Yorker. 

These four advertisements, all from that issue, provide a 
vivid example of two kinds of advertising. They do not rep- 
resent two different schools so much as they represent two 
different kinds of thinking—the one a rather weary, tired 
repetition of standard advertising presentation; the other a 


GUINNESS 
GUIDE 
To 


OYSTERS ts. 


Segre 70) 


fresh, original, informative and interest-arousing approach. 

The V. O., Johnny Walker and Old Fitzgerald ads look like 
a score and more of other ads that, through the years, have 
employed the same kind of device to impart “distinction” to 
sundry products. The work of art device; the association with 
people in drawing rooms or penthouses; the wealthy home 
and “hospitality” approach. The layouts, too, raid as tired 
as the copy approach. 

The Guinness ad, on the other hand, is startling to behold 
because of its unusual presentation. It is intriguing to study 
and appetite-whetting to read—even if you don’t like oysters. 
Also, it seems to the occupant of this space, the Guinness ad 
is well-designed to attract the type of person who would be 
interested in what, so the ad tells you, Professor Saintsbury 
once called “that noble liquor—the comeliest of black malts.” 

While all these advertisements, by intention, are devoted 
to plugging various alcoholic beverages, they typify the two 
approaches you find in most advertising—the former seem- 
ingly more on the increase than ever before; and the latter 
all too rare in these days of standardization. 


| Gets Doulton China Account 


William E. Browning, a member Calkins & Holden, Carlock, Mc- 
of the display advertising staff of | Clinton & Smith, New York, has 
the Telegram, Toronto, has been| been named to handle the adver- 
appointed eastern Canada adver-|tising of Doulton & Co., importer 
tising representative, with head-| of Royal Doulton English china 
quarters in Montreal. and earthenware, effective Jan. 1. 


‘Telegram’ Ups Browning 


Where do IOWA) farmers 
look for information on 
Farm and Home Building 


Iniprevements? 


For Latest Authentic Information 
Write [OWA FARM & HOME REGISTER 
Des Moines 4, lowa 
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Wy @ | of several oldtime advertisements | wondrous name. Our gestures too; for ladies who want a small bustle, Remington Rand, “makers of the FA 
5A rw HITE ») / (which present-day admen may| are known to fame. But we’re| or for misses. Price, 50 cents.” first practical typewriter—in 1873” ON 
a | find diverting. For example: averse to verse you see, it hampers uses a letter written by Mark CH 
y STEAM versatility. And so as we’re about! # A third: The Dayton Bicycle ad| Twain to his brother in 1874 to AN 
lg | @ The last of the “Spotless Town”| to close we'll just descend to| (“America’s finest wheel”) showed | plug its 1950 portable typewriter. ON 
| series run by Sapolio is reprinted| simple prose—Use Sapolio.” Nicholas II, Czar of Russia, garbed| Twain’s letter, composed on a TH 
|from the March, 1901, Harper’s. Another: Weston & Wells Mfg.) in military uniform complete with | Remington Model 1, said, in part: BL 
That’s one showing the mayor,|Co., Philadelphia, ad for three | epaulets and a chestful of medals, I AM TRYING T TO GET THE IT 
cook, policeman, butcher, maid/ bustles, which appeared in the| astride a Dayton, followed closely}; HANG OF THIS NEW F FAN- 
and doctor dancing over the cob-| June, 1887, issue. Copy for the| by two uniformed aides similarly | GLED WRITING MACHINE, BUT af 
blestones. The copy reads: “We! Cinderella Lace Covered Bustle) mounted. One of the aides appears} AM NOT MAKING A SHINING cen 
dance because of the great re-| read like this: “Made of fine blue | to be steering with one hand and| SUCCESS OF IT...THE MA- bee 
nown that greets the folks of Spot- | tempered watch spring steel. Very | gripping a saber pointed skyward | CHINE HAS SEVERAL VIRTUES, mo! 
less Town. Our jests have won a' light and cleanly. Made especially | with the other. I BELIEVE IT WILL PRINT app 
“Next to Flying” — 
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op fe see emt 
WHITE SEWING MACHINE co. 
Actemetiio Depart ment CLEVELAND, Onto 
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Announcing The Parents’ Institute's 


STEAMLINED—In 1903 Harper's Maga- 
zine carried this ad for the White Sew- 
ing Machine Co.'s auto department. 


‘Harpers Marks 
Centennial with 
Mammoth Issue 


New York, Oct. 9—Public re- 
ception of the centennial issue of 
Harper’s Magazine, which went on 
sale Oct. 4, has been “phenome- 
nal,” according to David Frederick, 
general manager of the magazine. 

He said the issue—weighing a 
robust pound and a half and car- 4 
rying a whopping 108 pages of e . * 
advertising in a 296-page book— , 
hs al cut og New or Ree Estimated total readershi 
stands. Mr. Frederick reported 
84% of the New York newsstand 


copies were bought up on the first 
day of sale alone. 
“Our only regret is that we 0 me 
didn’t print more copies. We had tf 7 


Why the Youth Group? 


Because young men and women under 20 are dif- $750,000,000 and many millions more are spent for 
ferent from other people! They‘re not children, not them by their families. Young men (16 through 21) 
wholly adults! Their brand loyalties have not been have a personal spending power of more than 


definitely formed. Yet they are indeed adult $7,500,000,000 per year and are also responsible 
when it comes to spending money and selecting 


_— 


for millions in additional spending. 


merchandise. 
pawl ei Beane ot Growing young women (13 through 16) have a This is the market awaiting advertisers who use 
ago—and pays again to run it, with ex- personal annual spending power in excess of THE YOUTH GROUP! 
planatory copy alongside, in the current 
issue. 
a press run of 265,000 copies— ievks 
shoal 75,000 more than usual. But Facts about SENIOR PROM 
‘re thinking of printi ma ope . . : 
por hn 50,000. tae em SENIOR PROM, The Young Teen’s Magazine, is read And in SENIOR PROM, they find a magazine edited 
“All sorts of nice things have H i i ith 
i Fr noe ie i a ieee te mostly by 13 through 16 year olders. Median age of to rama _ — needs and some “8 69 
: the streets,” Mr. Frederick con- readers is 15 years, 4 months. These are the boy- understanding. rere is a magazine that lives their 
“e) tinued. “There have been lauda- : , lives, mirrors their dreams. In addition to its fiction, 
tory editorials in hundreds of conscious ages when beauty, fashions, personal : No ; 
newspapers and countless letters 7 : fashions and other regular features, beginning with 
from subscribers, editors, publish- charm are particularly important. These are the ages the January 1951 issue, SENIOR PROM will add a s 
dverti d ies. O . . . ; a . ‘ , 
ye Bon Sao te} coma = when cooking and homemaking are becoming more new “Junior Housekeeping Section’ dealing with ; 
The centennial issue, which looks important in their lives. cooking, homemaking, decoration and sewing. 4 
over its shoulder at life and man- > 
- ners since 1850, contains reprints e 
se o 
‘ Facts about VARSITY 
What Do You Know about ee Ms? & 
DOOR-TO-DOOR The major part of VARSITY’s circulation is among already working and earning their own money. 
youths 16 through 21. Median age of readers is 18 ; 
? SELLING? years, 9 months. Nearly 40% are in College; In VARSITY, they find adventure fiction, sports 
ee DIRECT SELLIS fr ay been approximately one-third of VARSITY’s readers are —‘ features, career articles, a Dating Clinic, Pin-ups, insane 
giant volume quickly for many manu- in Senior High School; and more than 20% are Campus Fashions and College Humor. aie 
It may be your answer to and) 
aden volume, vanishing profits, 
soarin and cut-throat competi- } issue 
tion. ling is fully explained ubli 
in hoclaning booklet—mailed FREE. * Including secondary youth readership according to surveys, but not including P 
Please write on your letterhead, more than a million adults who also read these magazines 


See ee 8. tn BI Phinann 4 til 


OPPORTUNITY MAGAZINE ; **New yearly average guarantee effective with May 1951 issue. 
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FASTER THAN I CAN WRITE.| ica on the Move—How it Looked| per & Bros. The earliest ad rate, Danby Joins ‘Redbook’ 


ONE 
CHAIR & WORK IT. IT PILES. 
AN AWFUL STACK OF WORDS 
ON ONE PAGE. IT DONT MUSS | 
THINGS OR SCATTER INK 
BLOTS AROUND. OF COURSE 
IT SAVES‘PAPER...” 


s According to Mr. Frederick, the 
centennial issue’s contents have 
been in the works for the last 12 
months. A 48-page picture section 


appearing under the title “Amer- 


Harper’s”— 
complete. 
He said Harper’s present circu- 
lation is about 160,000, as com- 
pared with 50,000 six months after 
it first appeared in June, 1850. 
The magazine today averages 
120 pages an issue, with 20 pages 
of advertising. Its earliest issues 
ran about 160 pages, with no ad- 
vertising except for announce- 
ments of books published by Har- 


MAY LEAN BACK IN HIS‘ to the Authors and Illustrators of the magazine has any record of 


is $1,000. 


Evans Joins Olin Industries 
Robert H. Evans has resigned as 


secretary, treasurer and director of | 


the Riegel Paper Corp., New York, 


to become executive assistant to | 
the president and executive com- | 


mittee of Olin Industries Inc., New 
York, maker of sporting arms and 


ammunition, brass and industrial | 


explosives. 


‘agency. 


John B. Danby, former editor of 


required two years to, was $150 a page. Today the figure | Liberty, has been named articles 


editor of Redbook. He succeeds 


Leod & Grove Advertising Agency, 


Joins Witherspoon & Ridings 
Eugene Miller, formerly city 
editor of the Daily Register, 
Gainesville, Tex., has joined With- 
erspoon & Ridings, Fort Worth 
public relations and _ publicity 


| William A. Allison, who resigned | 
| to join the staff of Ketchum, Mac- 


MURDER may STERY 


VARSITY & 


THE YOUNG MAN'S MAGAZINE 


Cotiege Boning An Anewer ff 


Editorial Pattern of 

@ Short Stories 7 

@ Fashions * 
@ Complete Book Digest 

@ General Teen-Age e 

Features * 


@ Movie Guide 


SENIOR PROM 
Dating Clinic 


Career Features 


Beauty Hints 
Junior Housekeeping Section 


Editorial Pattern of VARSITY 


@ Short Stories 

@ A Complete Book Digest 
@ Sports Articles 

@ College Features 

@ Dating Clinic 


@ Pin-Up Girls 

@ College Humor 

@ That VARSITY Look 
(campus apparel) 

@ Special Apparel Features 


SPECIAL YOUTH GROUP ADVERTISING RATES 


Space can be bought in either publication alone, or in both publications at Youth Group discounts. A black 
and white page in SENIOR PROM is $1550 and currently in VARSITY $590. Beginning with the May 1951 
issue of VARSITY however, rates go to $735. Youth Group discounts are 10% for 1 insertion in both 


publications, 15%, for 3 insertions, and 20% for 6 to 12 insertions. 


The Parents’ Institute, Inc., Publishers also of Parents’ Magazine * 52 Vanderbilt Avenue, * New York 17, N. Y. 
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Ad-ver-tis-er Names Two 


E. J. Gallmeyer has been named 
national sales counsellor of Ad- 
ver-tis-er Inc., Fort Wayne, out- 
door poster advertising service. 
Mr. Gallmeyer is a vice-president 
and member of the board of di- 
rectors of Wayne Pump Co., Fort 
Wayne. Keith Baughman has been 
appointed national sales manager 
of Ad-ver-tis-er. He joined the 
company in 1938. 


Starts as a Bi-Monthly 


Realing Romances, a new maga- 
zine launched this month, will be 
published bi-monthly, and will 
Lecome a monthly with the Febru- 
ary, 1951, issue. Realing Romances, 
which is sold in combination with 
Secrets (AA, June 12), is put out 
by Periodical House Inc., New 
York. 


Asher Names Manhattan 


Asher Bros., New York, candy 
manufacturer, has appointed Man- 
hattan Advertising, New York, to 
service television and other media. 
The fall program is built around 
a kid’s telecast, “Van and the 
Genie,” over WPIX, New York. 


THE _— 


galt 


HOME MAGAZINE 


EDITED FOR THE SOUTH 
AND ONLY THE SOUTH... 


TAKING YOUR 
ADVERTISING MESSAGE TO 


900,000 


above-average 
Southern homes 


7 

f@ —the 
South’s best-loved maga- 
zine, now the South's 
best-looking magazine 
with a new plate size of 
7” x 10-3/16" — new for- 
mat — new type faces — 
new, top-quality paper 
stock — new, far better 
color reproduction — 
new editorial zest! 


USE Yollands TO 
SELL THE SOUTH... 
BECAUSE THE SOUTH 
IS SOLD ON... 
HOLLAND'S! 


Offices in Chicage, Now York, Ationie, Nashville 
Simpsen-Reilly, Ltd., om the West Coost 
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: Drug & Cosmetic 


INDUSTRY 


Covers ‘ar industry that is 


making its own brilliant 


future through research 


Also Publishers of Beauty Fashion 


Business Paper Ad Volume to Go Up, But 
So Will Costs, Lasser Tells Publishers 


Cuicaco, Oct. 10—Business pa- 
| per advertising volume should be 
| higher in 1951 than it is this year, 
| but sharply rising costs indicate 
| the necessity for higher advertis- 
|ing rates, J. K. Lasser, noted ac- 
countant, told the Chicago Busi- 
ness Papers Assn. yesterday. 

In both World War I and World 
War II, he recalled, increases in 
business paper advertising lagged a 
year or two behind the upturn in 
industrial indexes, but this lag is 
not likely to develop in the new 
“defense economy” because of a 
variety of conditions. 

Quoting from figures published 
in ADVERTISING AGE, Mr. Lasser 


pointed out that business paper 
volume in 1949 was 6.8% below 
the previous year, and the decline 
continued for the first six months 
of this year. The trend was re- 
versed in August and September, 
however, and, he said, “It is my 
belief that 1951 will show a de- 
cided increase in pages.” 


w Nevertheless, Mr. Lasser as- 
serted, business papers, which 
“have been extremely timid about 
raising rates,” may find them- 
selves in serious difficulties un- 
less they adjust rates to take in- 
to account the rising spiral of costs 
which he believes will continue 


OF INTEREST TO INSTITUTIONAL 
FOOD WHOLESALERS ANO THEI 


TAKES AFTER HIS BROTHER-- 
“RESTAURANT EQUIPMENT DEALER” 


TeRRiFic! BY THE TIME HES OUTOF 
THE HOSPITAL HIS CIRCULATION 


— 
WHEN HE “ 
GROWS UPFAMANUFACTURER WHO J 


SALESMAN FOR ANY FOOD, 


HAS THE NEW BABY’ 
GAINED ANY WEIGHTS 
Z_* 


/ 


Y ) . 


KE SURE HAS, BROTHERe/—-HES 
GAINED * 4931 wHolesaLcer 
EXECUTIVES 


WA AND SALESMEN 


\ 


WITH 


S ADDRESSES 


* AS OF 


HOME 


LIKE TO KNOW MORE ABOUT THIS’ NEW 
WRITE TD HIS PROUD PAREMTS: 
AHRENS PUBLISHING COMPANY 
7| VANDERBICT AVE , NEW YORK,I7 --- 201 NO.WELIS ST, CHICAGO, © 
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indefinitely. 

Rate adjustments should not 
only be large enough to do the 
essential job of recapturing higher 
costs, Mr. Lasser said, but should 
also permit business papers to “re- 
gain their position as the idea- 
creators for business paper adver- 
tisers,’” and also allow publica- 
tions to do a better job of serv- 
ing their industries. 

He warned, also, that the cooling 
off of the Korean War will not 
stop the price inflation, but that, 
on the contrary, present costs are 
likely to advance between 10 and 
15% by 1951. 


ae Mr. Lasser stated bluntly that in 
his opinion “we are going to get 
excess profits taxes—and we’ll get 
them for 1950. The only question 
is exactly what form they’ll take.” 

He also asserted that business 
publications and all other media 
should do everything possible to 
lay the bogey that the government 
will not permit advertising. “I 
have never seen a case,” he said, 
“where there was a refusal to al- 
low a tax deduction for any 
prudent advertising, even if it was 
for: 

“Expenses for advertising which 
were many times what they were 
in prewar years; costs that boosted 
normal advertising outlay. way up, 
even without increased time or 
space; people with nothing to sell 
who wanted to maintain their 
position with large gobs of in- 
stitutional copy; war babies who 
wanted to plug their products in 
the hope of getting postwar sales; 
war plants which started out on 
brand new lines never before 
manufactured by them in the pre- 
war period; brand new companies 
that started up and wanted to push 
their war-developed lines.” 


we Mr. Lasser also urged business 
papers to increase their promotion. 
Asserting that it is “shocking” 
that business paper promotion is 
constantly decreasing in terms of 
percentage of advertising volume, 


he said in answer to a query that © 


promotion should be budgeted “a 
minimum of 5% of gross and prob- 
ably more.” - 


Brewster Criticizes 
Democratic Attacks 
on Medical Efforts 


WASHINGTON, Oct. 11—Sen. 
Owen Brewster (R., Me.) today 
criticized Democratic party lead- 
ers who have attacked the Amer- 
ican Medical Assn.’s current ad- 
vertising campaign. 

He commented that doctors have 
a right to spend their money “in 
a legitimate, traditional way to 
rally Americans to a reaffirma- 
tion of faith in fundamental 
human liberties.” 

He said: “It is amazing and 
saddening” to find Democratic 
leaders referring to the American 
Medical Assn.’s current advertis- 
ing as a “plot” and a “smear cam- 
paign.” 


Set PR Conference 


St. Louis chapter of the Public 
Relations Society of America will 
hold a one-day public relations 
conference at the Statler Hotel, 
St. Louis, Oct. 18. “Public Rela- 
tions and Preparedness” will be 
the conference theme. The confer- 
ence is sponsored by a committee 
of 33 St. Louis business, industrial 
and educational leaders. Dan J 
Forrestal, Monsanto Chemical Co., 
is general chairman. 


Snellenburg Promotes Two 


Margo F. Murtha, advertising 
manager of N. Snellenburg & Co., 
Philadelphia department store, has 
been appointed sales promotion 
and publicity director. She suc- 
ceeds Meyer Lichtig, who has re- 
signed. Betty J. Genther, chief 
copywriter in the housewares 
division, has been named adver- 
tising manager. 
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This is the television set 


that Dad bo 


even though the nest of the fumi 
a different model. 


want 


Thats night — "no television Set Cunless it’s still in the appliance store ). 


Because “dictators” don’t carry much weight in the American family . . . buying is a family affair in most homes. 


The way to sell television sets (or automobiles or coffee) is to sell everybody in the family. And one 
very effective way to do that is to advertise in THz American Macazine—the magazine that 


ught, 


the whole family reads and respects. 


For, in more than 2,500,000 prosperous homes, THe AMERICAN Macazine is an old friend of the 
family — thoroughly trusted and better liked by both men and women than any other magazine. 


Its readers (more than 85% of the men and women and the young adults in these families) 
spend an average of 5 hours and 24 minutes with every single issue. And they believe and act upon what 


they read in THe AMERICAN Macazine. 


Advertisers will find that Tot American MacazinE 


is the magazine of opportunity . . 


to reach a responsive, well-to-do audience of more 
than 2,500,000 buying American families. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 640 FIFTH AVENUE, NEW YORK 19, N. Y. PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S AND WOMAN'S HOME COMPANION 


ly 


. wonderful opportunity 


merican 


MAGAZINE 
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Industry Seeks 
Exemption for 
Pulp Products 


Present Government 
and Civilian Demands 
Covered, NPA Told 


WASHINGTON, Oct. 10—Members 
of the paper and paper board in- 
dustry came away from a meeting 
with officials of the National Pro- 
duction Authority last Thursday 
confident that they will be left 
free to handle their own problems 
—at least for the present. 

At a meeting of NPA and its pulp, 
paper and board industry council, 
industry members received tacit 
assurance that the newly estab- 
lished “DO” priority will not be ap- 
plied to pulp. Industry members 
believed that they may eventually 
get exemption for all paper and 
pulp products. 

In asking an exemption for pulp 
and paper, industry members 
pointed out that essential needs 
had been met by voluntary actions 
throughout World War II. They 
suggested that allocation of news- 
print and other paper—if neces- 
sary—should be handled by the 
consuming industries. 


s Industry members told NPA 
that for the present, at least, 
government and civilian demands 
for paper containers and related 
products can be met without too 
much difficulty. They warned that 
the use of priority to fill military 
orders would upset production 
practices and result in important 
losses of production. 

To justify the request for an 
exemption from the priority order, 
industry spokesmen pointed out 
that only about 6% of the nation’s 
pulp supply reaches the open mar- 
ket. Application of rated orders 
to this small percentage of the 
total pulp would soon result in a 
situation requiring specific alloca- 
tions to all users, according to in- 
dustry groups. 

While the decision now rests with 
NPA, industry members believe 
that NPA will follow their ad- 
vice. They promised to provide 
manpower to assist on any meas- 
ures that may become necessary 
as stepped-up mobilization takes 
place. 


. 
es The “DO” priority set up by 
NPA earlier in the week is avail- 
able only to contractors and sub- 
contractors of the Department of 
Defense and the Atomic Energy 
Commission. When used, it gives 
defense orders the green light over 
other business. 

The priority can be used for 
virtually anything. However, the 
paper and pulp people believe it 
would do more harm than good if 
used for containers or paper. 

During World War II, pulp was 
allocated by an international com- 
mittee, with a supply assigned to 
each principal end product every 
three months. End products were 
then allotted to users—including 
publishers—on the basis of his- 
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vertising with our 


downtoearth TV 
film prices. 


|toric quotas. During the period | tion practices. 
No publishing or paper consum- 


of most stringent shortages, pub- | 


Friedlander Joins Waters 


Roy I. Friedlander, formerly a 


lishers were cut to as little as 75% ing groups were represented at) partner in Friedlander & Meyer 


of their base period usage. 
Reductions in quotas were 

worked out by the printing and | 

publishing division of the War'| 


last week’s meeting. 


Sam Howard Joins KMYR 


Sam Howard, formerly adver- 


| Advertising Agency, has joined 
Norman D. Waters & Associates, 


All Friedlander & Meyer accounts 
have been transferred to the Wa- 


Production Board on the basis of | tising manager of the Denver Post, | +... agency. 
the quantity of paper available. | has joined Station KMYR, Denver, | 


Adjustments in usage quotas were 
discussed with industry advisory 
committees, which often proposed 
alternative steps, such as reduc- 


| to supervise time sales on the two 
networks—Columbine and Liberty. | Sea Gull Hotel to Agency 
KMYR just announced its affil-| Advertising Trade Service, Mi- 
iation with Liberty Network. The ami Beach, has been appointed 
station also has moved to new | agency for the new Sea Gull Hotel 


tions in inventories and conserva-' studios in the Security Life Bldg.' in Miami Beach. 
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Joins Davis-Daniels 

Harry H. Goldberg Jr., formerly 
radio and television director of 
Luckoff, Wayburn & Frankel, has 
been named vice-president and 


New York, as account executive. | account executive of Davis-Daniels 


Advertising, Detroit. 


TV Set Ownership Increases 

Kansas City Electric Assn. re- 
ports a receiver distribution of 61,- 
613 as of Oct. 1 in the WDAF-TV, 
Kansas City, area. This represents 
an increase of 11,071 over the Sept. 
1 distribution. 


Available! 


The Los Angeles 


Monthly Grocery 
Sales Audit 


Is Now 


For full details write us direct or contact 
your nearest Moloney, Regan and Schmitt office 
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Retail Bakers Assn. 
Starts National Drive 


PHILADELPHIA, Oct. 11—Asso- 
ciated Retail Bakers of America 
has started its first nationwide 
merchandising campaign in coop- 
eration with its 1,000 members. 

Walter M. Jennings, executive 
secretary of the association, which 
has its headquarters in Chicago, 
told ADVERTISING AGE here, during 
a meeting with the Master Bakers 


Business Assn. of Philadelphia, 
that a five-figure budget has been 
set aside for the promotion. 

The campaign is being tied in 
with the national advertising pro- 
gram of the Bakers of America. 

The ARBA program is changed 
monthly and is built around the 
Bakers of America ad of the 
month. The new program includes 
a complete kit for each member, 
containing window and counter 
display material built around re- 
prints of a full-color ad. 


In addition, suggested layouts 
and copy for local newspaper, ra- 
dio and television advertising is 
supplied in each kit. The national 
association also has made arrange- 
ments with Meyer Both Co. for 
local retail bakery mats for use 
in community newspapers. 


Ray-Hirsch Names Taubin 


Elizabeth Taubin, formerly with 
Reiss Advertising, has been ap- 
pointed copy chief of Ray-Hirsch 
Co., New York. 


Plans Fishing Rod Drive 


Horrocks-Ibbotson Co., Utica, 
N. Y., manufacturer of H-I fishing 
| tackle, will introduce its new line 
of Hi-Power glass rods with full- 
color pages in outdoor and adven- 
ture magazines, starting in Febru- 
ary. Moser & Cotins, Utica, is the 
agency. 


Katz Agency Moves Offices 


The Baltimore office of Joseph 
Katz Co. has been moved to 10 W. 
Chase St. 


WHO feeds the hungry Los Angeles market? 


WHERE, what and how much food do these 


millions of people buy? 


many of them prefer YOUR product 


or your competitor's? 


YOU CAN GET this vital marketing and sales information! Don’t 
guess how food sales are in the big Los Angeles market.... KNOW! 


YOU'LL GET the answers accurately and honestly in the NEW 
Los Angeles Monthly Grocery Sales Audit. Now available through... 


The Los Angeles Evening 


HERALD- EXPRESS 


Los Angeles’ BIG_ “NEWSpaper 


“ete ee 


a 


oven 
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Bie 
Represented Nationally % snag Regan and Schmitt 
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Seagram Asks Moderation 


November issues of outdoor pub- 
lications will run the third in a 
series of Seagram-Distillers’ an- 
nual two-page temperance ads. 
The new one is headlined “Hit the 
bird... Not the bottle.” Warwick 
& Legler, New York, handles Sea- 
gram’s institutional copy. 


North Joins Air Transport 


David R. North, director of pub- 
lic relations for Aircoach Trans- 
port Assn., New York, has re- 
signed to become eastern division 
manager in New York of Air 
Transport Associates Inc., largest 
irregular carrier operating between 
Seattle and Alaska. 


Appoints Decker V. P. 


William W. Decker has been 
named a vice-president of Hilli- 
son & Etten Co., Chicago printer. 
He has been with the company for 
the past 11 years. 


Joins ‘San Francisco News’ 

Harland Henry has been ap- 
pointed classified advertising man- 
ager of the San Francisco News. 


Best Buy in 
SOUTHERN 


NEW ENGLAND 
_WTIC 


FAMILIES 
in the WTIC 
BMB* Area 
spend each year 
$59,438,000** 


in 
Drug Stores 
This is part of total 
Annual retail sales of 
$2,317,525,000!** 


SUGGESTION—For complete 
WTIC-BMB Study call 
Weed & Co. 


PAUL W. MORENCY 
Vice President—General Manager 


WALTER JOHNSON 
Assistant General Mgr.—Sales Mgr. 


WTIC’s 50,000 WATTS 


Represented nationally by 
WEED & COMPANY 


*BMB Study No. 2, 1949 
**Copyright Sales Management 
Survey of Buying Power, May 10th, 1950 
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For Latest Authentic Information 
Write 1|OWA FARM & HOME REGISTER 
Des Moines 4, lowa 


RCA Elects Two V.P.s 


Charles M. Odorizzi, chairman 
of the board of the RCA Service 
Co. and vice-president in charge 
of service for the RCA Victor Di- 
vision, Camden, N. J., has been 
elected operating vice-president of 
RCA Victor. Edward M. Tuft, di- 
rector of personnel, has been 
elected vice-president and direc- 
tor of the personnel department of 
RCA Victor. Mr. Odorizzi joined 
RCA in 1949 as administrative 
head of service activities for RCA 
Victor. Mr. Tuft joined the com- 
pany in 1930. 


My-T-Fine Sponsors TV Show 


My-T-Fine desserts, product of 
Penick & Ford Ltd., New York, is 
sponsoring “The Jonathon Story,” 

serial program over WPTZ, 
Philadelphia, beginning Oct. 24, 
1:15-1:30 p. m., Tuesdays and Fri- 
days. Contract is for 26 weeks. 
Batten, Barton, Durstine & Osborn, 
New York, is the agency. 
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Big-Name Authors Write Victor's Copy 


CAMDEN, N. J., Oct. 9—RCA Vic- 
tor is using prominent authors to 
write copy for its fall “Words and 
Music” magazine advertising cam- 


paign. 
The ads, appearing in Good 
Housekeeping, Holiday, House 


Beautiful, Newsweek, New York 
Times Magazine, The New Yorker, 
Time and Saturday Review of Lit- 
erature, carry thumb-nail sketches 
of artists, written by 36 authors. 
All ads are fractional pages. 
Among the authors are Eudora 
Welty, Tennessee Williams, Thom- 
as Mann, A. J. Cronin, Louis 
Bromfield, F. Van Wyck Mason, 
J. B. Priestly, James Thurber, Carl 
Sandburg and Rebecca West. 


es A merchandise tie-up with the 
ads is built around an offer of a 
booklet entitled “Words and Mu- 


Shopping Center of a 
Balanced $449,000,000 Market 


38.7% More Soap‘ 


is only 8 grains hard. 


naturally delivers more sales per dollar. 


thickly populated farm area. 


market. It takes the Repository to do it. 
*Based on a Report by Market Surveys, Inc., Chicago. 


100% coverage of a one-newspaper 
market. 99.3% carrier delivered. 


A Brush-Moore Newspa 


Canton Families use up to 


Canton water is hard—-22 to 36 grains hard, pumped 
from 6 deep wells. By comparison, Cleveland water 


So a Canton Family will use as much as 38.7% more 
soap than a comparable Cleveland family. They’re 
just as hard on detergents and cleansers, too. 


That 38.7% EXTRA consumption means that your 
soap, detergent and cleanser copy in the Repository 


The Repository reaches 94,000 families whose well 
above average incomes are stabilized by over 200 
diversified industries and the crops from Ohio’s most 


And —no nearby metropolitan paper can begin to 
give you merchandisable coverage of this rich soap 


per 
Represented Nationally by Story, Brooks and Finley 


sic’ containing photographs and 
descriptive copy of all artists cov- 
ered in the series. Booklets are 
mailed free to the public. 

On the dealer level, Victor is of- 
fering a series of 12 special rec- 
ord packages. In cases where the 
artist does not yet have sufficient 
best-selling merchandise to pro- 
vide three albums for the new 
packages, single records have been 
assembled in special box-type al- 
bums for multiple sale. These Red 
Seal items are packaged to offer 
45rpm buyers pre-selected librar- 
ies on the distortion-free 7” discs, 
and are boxed to sell at reduced 
cost. 

J. Walter Thompson Co. is the 
agency. 


FTC Loses Fight 
to Sustain Drug 
Labeling Ruling 


WASHINGTON, Oct. 11—The Fed- 
eral Trade Commission today lost 
its fight to force a drug manufac- 
turer to list ailments which his 
product will not help. 

The commission’s set-back came 
when the Supreme Court refused 
to review a court of appeals deci- 
sion which said FTC had gone too 
far in its efforts to clarify adver- 
tising for iron deficiency com- 
pounds marketed by Ada Alberty 
Co. 

FTC wanted the Alberty con- 
cern to advertise that symptoms of 
anemia, which the product is sup- 
posed to treat, are identical to 
symptoms of more common ail- 
ments which the product does not 
help. 

The divided appeals court said 
Congress never intended to give 


FTC authority to force advertisers — 


to tell the public what their prod- 
ucts will not do. 


FTC RULE LIMITS USE 
OF ‘GL’ AND ‘ARMY’ 

WASHINGTON, Oct. 12—The Fed- 
eral Trade Commission ruled to- 
day that terms like “Government 
Issue” and “Army” may be used 
to describe surplus merchandise 
only if the merchandise has been 
procured from a government agen- 
cy. 

The FTC ordered Henry Modell 
& Co., New York, to stop using 
these terms for merchandise pro- 
cured directly from manufacturers, 
even though the merchandise is 
excess stock or rejects produced 
according to government stand- 
ards. 


Vickers & Benson Promotes 
Dennis and Gourlay 

W. Blake Dennis, director of 
Vickers & Benson, Montreal agen- 
cy, has been named 2nd vice- 
president of the agency. R. E. 


W. B. Dennis 


R. E. Gourlay 


Gourlay, account executive, has 
been appointed director. Both have 
been associated with the agency 
for many years and will continue 
to make their headquarters in 
Montreal. 


ABC Names McKee, Vernon 


Robert McKee has been ap- 
pointed sales manager for Ameri- 
can Broadcasting Co.’s central di- 
vision AM sales department in 


| Chicago. Jerry Vernon has been 


named sales manager for the net- 
work’s TV sales department, also 
in Chicago. This is the first step 
in separating network AM and TV 
sales department functions. 


Adv 


i 


NON 
grap! 
new 

no ¢ 
finish 
quer, 
plosti 


FC 


secret. 


Prom 


Dou 
manag 
of Fa 
ricultr 
public 


m °° : _. 
. fa 
man | Where do rural 10W omemakers } 
ce ) 7 
| | 
= 
ke . on 
os cull Ws 
- z ‘ , era 
# yi MART VK LE Them | anno 
- _@ Vim Mt bade , es heari 
5 Cheat Pay a4 | la “ eee to cle 
STAR — . hee 
me a ny Lo yVe work 
~~ : 7 EE, My % Th 
oT me a a item 
| j pe : : 

é ase A rm f ify a 
ae ae. = Ce Sig. activi 
4 7 / ~ : 
- apf BL “wr 

7 S Ri nag : 3 ti 

sve, a ‘= | castir 

amd, GO, traye/ BM] ena, ) i by V 

Pi DIAM ES ™ § Py at Wh 00h sum 7 had t 
CA iD an, 72... - ing i 

: ~ ew Paes ee ae ss 
vey | > He wwe MAW A'S Ons . a ae ; / “i 
me we a the q 
a i oes tende 
Jae (ie —— ee hove 
e ey "bon stant 
i. To broad 
a ~_ - ; 
es a s Th 
ae © ment: 
ye . Cl Eve : 
es f A ing 0 
ae ee a ND fuse 
ie 2 <a progr 
ee ee with 
. ee Be « “K20N ad 
— mere y refuss 

; ‘oe Ou cast ¢ 
ee NGSTOWy ool 

; Ba ‘ ‘ & other 
ee , cA et 

" __ AE ed sider 
ae oe ™ renev 
a =" ; FC( 
oe : neede 
< a ie for o 
ras —. \ broad 
: a se : e : R fore ig 
oan ae quire 
cee “ % broad 
a a with | 
a : "% Rek 
we . ; Be od ” signal 
a = fe - i. eousl} 
I ’ ge ae = 4 . Don 

oe , —<—- | « ao sales 
Mes _ —_ 7 "6 Go » presid 
= . = et cy ee Se tising 

a — | Ist 
ae ttt — sgn 
ae iO ee P| eigh 

a es — as vice-r 
a tion et a ——— ¥ 
iri uleeaion i’ | i . adver 
ps the = Shoe 
= w, C #- Richa 
oe ‘ “ T 0 N 4 direct 
mrs j elep! 
ect Type ; bert J 
i g wick 
a | rt eS Prichi 
— - | Be, resear 
ae ail ? eam f | a 
ee a 
ei i. (cM a er oc aes oon Ys a ' Fy se ES We pot ‘ he gee eee : tes , Meco es i po i ana ie es a He ne as. BOE eee CR ea lp er ge Se Roe ae Rh Gage Sap ee ee lege Mea We iM Oe = Ss et Ne 


0" Advertising Age, October 16, 1950 29 
urray Expan week schedule, will cost from) Reilly agency, will be creative, than $500,000, according to A. P. 
pe ” An } - $750,000 to $1,000,000 annually. director. Headquarters of the new| Bondurant, company vice-presi- 
; Appoints cous agency are at the Hotel Bradford, | dent. All three Glenmore brands, 
a Arthur Murray School of Danc-| 9 Bo ston Agencies Merge | Boston, and New York offices are| Kentucky Tavern, Glenmore and 
. ing, New York, is sponsoring an . at 250 E. 43rd St. John M. Reilly,| Old Thompson are featured (see 
{ hour telecast featuring Mrs. Mur-| Arthur F. Brown Associates | president of the Reilly agency, died Page 39). 
ray, over DuMont, Sundays at/and J. M. Reilly Co., Boston, have| jyjy 19 (AA, July 17). 
- 9 p.m., EST. The company entered | merged and ee eo . k of B Art, high prices? 
- network TV in July with a 30-/ Reilly, Brown & Willard. Arthur 0 um i rices 
e minute show carried first on ABC,|F. Brown, who has directed both Glenmore Releases Campaign Spread 4000 om. ul 
it then on CBS. That program was| agencies for the past month, will Glenmore Distilleries, Louis- spots, covering every need; before you 
handled by Huber Hoge & Sons. head the new agency we —_ ville, is releasing the ey and pay only $1.00 for those you te 
» The new Arthur Murray com-| and treasurer. M. S. Willard, who| fourth-quarter newspaper adver- Not a cheap throw-away; limited to 
ad edy-variety session, on which Mrs.| has been with the Brown agency | tising campaign in its history. Ap- recognized agencies, po a & Ad 
n Murray will play hostess to big| for several years, has been named | pearing in 252 newspapers in 228 rs. Write today for free brochure 
i name guests, is placed through| executive vice-president. Robert | cities in 41 states, the campaign STIVERS STUDIO 
d Dorland Inc. This show, on a 39-| M. Goode, art director of the| involves an expenditure of more| Office Box 3684 + Son Froncixce 19, Colifornio 
Tr 
S, 
-> 


NON-ELECTRIC—Emerson Radio & Phono- 
e graph Corp. distributors are receiving this 
new identification display, which requires 
no electricity. The base is mahogany- 
finished wood, with lettering in ivory lac- 
quer, and the disc is green fluorescent 
plostic. The unit was designed by James 
Neal Associates, New York. 


FCC to Revise Rule 


: on Rebroadcasting 
WASHINGTON, Oct. 11—The Fed- 


» eral Communications Commission 
announced today that it will hold 
r hearings soon on a proposed rule 
d to clarify the rights of stations to 
o rebroadcast programs from net- 
ni works and foreign stations. 
‘ The commission said it feels the 
Pa new rules are necessary to clar- 
y ify an issue raised by rebroadcast 
activities of WJIM-TV, Lansing, 
, Mich. 
f WJIM-TV had been rebroad- 


Tacoma’s Bridge to Buying Income of 


+140 MILLION 


THE new Tacoma Narrows Bridge — now 
open for traffic—brings more than $140,- 
000,000 in buying income hours closer to 
Tacoma shopping centers. Another reason 
to “Think Twice About Tacoma”—Wash- 
ington’s Second Market! 


casting network programs carried 
by WWJ-TV, Detroit. Though it 
had the permission of the originat- 
t ing network, WWJ-TV protested. 

“The WJIM-TV petition raises 
the question of whether it was in- 
tended that a network affiliate 
} have the power to prevent or hin- 
der another station serving a sub- 
stantially different area from 
broadcasting any network pro- 
gram,” FCC said. 


- s The commission asked for com- 
- ments by Nov. 24 on a rule requir- 
it ing network affiliates which re- 
d fuse permission to rebroadcast a 
e program to file an explanation 
n with the commission. “Where it 
- appears that the grounds for the 
refusal of permission to rebroad- 
ll cast are not reasonably related to 
g protecting property interests and 
= other interests which the Com- 
S, munications Act intends to pro- 
is tect, the commission would con- 
d sider that matter in passing upon 
- renewal.” 

FCC said a special rule may be 
needed to clarify the procedure 
for obtaining permission to re- 
broadcast programs originating at 
if foreign stations. Present rules re- 
ce quire that stations “clear” re- 
2 broadcasts of domestic programs 
c. with FCC, 

Rebroadcasts involve picking up 
signals from the air, and simultan- 
eously re-transmitting them. 


St. Louis Adclub Elects 


Don O. Pyke, advertising and 
sales promotion director of Gra- 
2 ham Paper Co., has been elected 

president of the St. Louis Adver- 
tising Club. Other officers include: 
Ist vice-president, Richard C. 
Lynch, account executive of Oak- 
leigh R. French & Associates; 2nd 
vice-president, Robert G. Stolz, 


The Tacoma 


iS pevectising : we of Brown a 

e oe Co.; rd__ vice-president, Ni T b 

y anaes W. Horner, a ews . 1. ame 
ie irector of Southwestern Be . : 

n Telephone Co.; and treasurer, Hu- 80,141 Circulation, A.B.C. 


bert J. Echele, president of War- Represented by Sawyer, Ferguson, Walker Co. 


wick Typographers. Leslie E. 
Prichard, advertising censor and 
research director of the St. Louis 


* Post-Dispatch, has been reelected 
- secretary. 

- Promotes Doug Pasley 

t- Doug Pasley has been named 
30 manager of the New York office 
Pp of Farm & Ranch-Southern Ag- 
¥ riculturist. He has been with the 


publication since 1945. 
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Videodex Listing 
Shows Top Net TV 
Programs by Type 


Cuicaco, Oct. 10—The top five 
programs in each of ten general 
television program classifications 
have been tabulated by Jay & 
Graham Research from its Video- 
dex National 62-Market Report for 
the period Aug. 1-7, 1950. 

The data is based on a 9,200- 
home sample of homes in all 62 
TV markets (within a 60-mile 
radius). Top video programs are: 


No. of % TV 
Cities Homes 
Type of Program; Average Rating 


Variety (25.6) 


1. Toast of the Town, CBS 4 37.2 
2. Ford Star Revue, NBC 45 26.9 
3. Garry Moore Show*, CBS 19 26.4 
4. Cavalcade of Stars, 

DuMont 20 22.2 
5. Morey Amsterdam’, Du- 

Mont 32 15.0 
Drama (22.2) 
1. Kraft TV, NBC 4 27.5 
2. Big Story, NBC 32 25.6 
3. Mama*, CBS 16 22.0 
4. Masterpiece Playhouse’, 

NBC 32 19.2 
5. Cinema Playhouse*, NBC 20 16.9 


Quiz & Audience Participation (21.7) 


1. Stop the Music, ABC 50 28.4 
2. Break the Bank, NBC 42 24.2 
3. Beat the Clock*, CBS 34 20.7 
4. What's My Line, CBS 14 18.5 
5. Life Begins at Eighty, NBC 20 16.7 
Children’s Shows (17.3) 
1. Lone Ranger (Thur.), ABC 39 23.9 
2. Hopalong, NBC 13 19.3 
3. Lone Ranger (Fri.), ABC 31 16.9 
4. Super Circus, ABC 23 13.2 
5. Big Top*, CBS 15 12.9 
Miscellaneous (16.5) 
1. Original Amateur Hour, 

NBC 54 25.3 
2. We the People, NBC 38 19.0 
3. Candid Camera, CBS 19 15.9 
4. Believe it or Not, NBC 16 13.6 
5. Faye Emerson, NBC 40 8.6 
Sports (16.0) 
1. Wrestling (Columbia Pk.), 

DuMont 15 21.4 
2. Wrestling, DuMont 28 18.3 
3. Wrestling (Chicago), ABC 22 15.6 
4. Roller Derby, ABC 14 12.6 
5. Cavalcade of Sports*, NBC 45 12.0 
Musical (14.6) 
1. Your Hit Parade, NBC 18 23.7 
2. Cavalcade of Bands, Du- 

Mont 19 15.5 
3. Voice of Firestone, NBC 25 14.2 
4. Songs for Sale*, CBS 14 12.3 
5. Stadium Concert*, NBC 14 71 
Mystery (13.8) 
1. The Web, CBS 20 16.3 
2. Detective’s Wife, CBS 17 15.0 
3. Plainclothes Man, DuMont 20 13.7 
4. Inside Detective, DuMont 17 13.3 
5. Mysteries of Chinatown’, 

ABC 12 10.6 
News & Current Events (9.7) 
1. Camel News (M.W.), NBC 27 17.8 


2. U.N. Proceedings (8-3-50), 
NBC-CBS-ABC 30 

3. CBS News (M. W.), CBS ll 8.0 

4. Watch the World, NBC 20 6.4 

5. Capitol Cloakroom, CBS 6 3.5 

Women’s Programs (3.5) 

1. Rumpus Room (M. W.), Du- 


Mont 2 5.1 
2. Okay Mother (M. W.), Du- 

Mont 4 4.8 
3. Homemaker’s Exchange 

(M. W.), CBS 17 2.8 
4. Vanity Fair (M. W.), CBS 4 2.8 
5. Susan Raye (M. W.), Du- 


Mont 3 2.1 


*Programs not listed in the top five in 
July (M. W.) Multi-weekly averages. 


Gore Heads NRDGA’s 
Sales Promotion Division 


New officers of the sales pro- 
motion division of the National 
Retail Dry Goods Assn. have been 
announced. They are: Ist vice- 
chairman, Budd Gore, advertising 
manager, Marshall Field & Co., 
Chicago; 2nd vice-chairman, 
Arthur See, sales promotion man- 
ager, Saks-34th St., New York; sec- 


retary-treasurer, William Mc- 
Laughlin, sales promotion manag- 
Co., Rochester, 


er, McCurdy 
N. Y. 


Beavan Joins ‘Metal-Working’ 


Clifford E. Beavan, formerly 
with Design News and American 
Machinist, has been appointed dis- 
trict advertising manager of Metal- 
Working in the Cleveland terri- 
tory. He will cover Ohio, western 
Pennsylvania and eastern Michi- 
gan. 


Moves New York Office 

Chicago Show Printing Co. has 
moved its New York office to 400 
Madison Ave., New York, effec- 
tive Oct. 10. 


Gibbs to VanSant, Dugdale 


VanSant, Dugdale & Co., Balti- 
more, has been retained to handle 
the advertising of Gibbs & Co. 
Baltimore, packer of a full line o 
canned vegetables. Newspaper, ra- 
dio and television advertising will 
be used 


Lever Promotes Parry 

John L. Parry, formerly assist- 
ant export manager of Lever Bros. 
Co., 


New York, has been ap-| 


To Fitzgerald and Goodwin 


All the advertising of Crustene | 
and Scoco, standard shortening | 
brands of Wesson Oil & Snowdrift | 
Sales Co., New Orleans, is now 
being handled jointly by Fitzger- 
ald Advertising Agency, New Or- 
leans, and Goodwin Co., Houston. 


Buitoni Ups Lancellotti 

Edward D. Lancellotti, previous- 
ly with the advertising staff of 
Buitoni Macaroni Corp., New York, 


Maxwell Joins Doniger 


Murray Maxwell, formerly fash- 
ion coordinator of True, has been 
named advertising manager of 
David D. Doniger & Co., manu- 
facturer of McGregor sportswear. 
No successor to Mr. Maxwell has 
been named by True. 


Locke Inc. Appoints Burens 
George E. Burens, with General 

Electric Co. since 1921, has been 

elected president, general mana- 


pointed sales manager of the bulk | has been named promotion and ad- | ger, and a director of Locke Inc., 


edible department. 


vertising manager. 


Baltimore, a GE subsidiary. 
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Elliott Joins Blatz 


Chester H. Elliott, formerly as- 
sistant manager of Lord Tarleton 
Hotel, Miami Beach, Fila., . has 
joined the sales staff of Blatz 
Brewing Co., Milwaukee. He has 
been assigned to the company’s na- 
tional accounts division, making 
his headquarters in Atlanta. 


Appoints Charlop-Fradkin 
Amira Products, New York, 
medical panties, has placed its ad- 
vertising with Charlop-Fradkin 
Advertising, New York. 


Latest Hooper Audience 
Index Proves... 
WWL enjoys a-liberal lead in share-of-audience 


day and night. 


WWL dominates the whole rich Deep-South 


market. 
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Facit Names Cairns Agency | WSIX Appoints Stewart De Porte to Albany Agency "Feed Age’ Planned will be $280. ; 

1S- Facit Inc., 500 Fifth Ave., New| Tom Stewart, formerly director| David De Porte, formerly crea- E. J. Van Allsburg will head 

on York, maker of business calculat-|of publicity and promotion of| tive director of William A. Bat- by American Trade the editorial staff, R. F. Shrope 

Las ing machines, has named John A.| WSM, Nashville, has been named | tista Inc., New York, has been ap- will be business manager, and J. A. 

atz Cairns & Co., New York, to han-| in charge of publicity, promotion | pointed creative director of Nolan| New York, Oct. 10—Feed Age,| Breitenbach, advertising manager. 


die its advertising and promotion. 
Facit is a new advertiser. 


and public relations of WSIX, 
Nashville. He also will be in 


& Twichell Advertising Agency, 


a new national business magazine 


Other publications of American 


« charge of the over-all direction of ERNE ¥ for animal and poultry feed manu-| Trade Publishing Co. include 
ng Ages ; facturers, will be published month-| Bakers Weekly, Biscuit & Cracker 
<r jowaley Aocount a the programming of the station. i nt Qementip Be Up eet ly by American Trade Publishing | Baker, and Bakers Weekly Buyers’ 
ay Austrian ssociates, New e Washington Television “rag : . roe 
York, has been retained to direct | School Appoints Sullivan Circulation Committee has es- bo — issue will be Jan-| Guide-Catalog 
rk, the advertising of Ernest Steiner, Daniel F. Sullivan Co., Boston, | timated that Washington had 174,- wi + ulati t f 
d- creator of fashion jewelry. Maga-| has been named to handle the ad- | 485 video receivers on Oct. 1, hav- ith a circulation peed Wagner Starts Service _ 
in zines, dealer displays and point of | vertising of the Eastern School of | ing added a record 13,910 sets dur-| 7,500 and an 8%4x11%” format,| sidney N. Wagner, formerly di- 


sale aids will be used. 


Photography. 


ing September. 


Feed Age’s ad rate for a b&w page 


How the South’s Greatest Salesman 


South’s greatest multi-media listener campaign includes colorful 
24-sheet posters, consistent newspaper ads, streetcar and bus dash 
signs, store displays, personal calls on jobbers and leading retailers. 
It’s a year-round promotion by WWL. That’s one big reason why 
so many shows have WWL rating higher than national average. 


In the Fall— 
All Hear the Call 


Sells Your Show 


rector of research for Broadcast 
Music Inc., has announced the 
formation of Professional Market- 
ing Services, 251 W. 42nd St., New 
York, which he heads. According 
to Wagner, “The new organization 
will provide a comprehensive mar- 
ket and sales research, market 
counseling and statistical analysis 
service, designed especially for 
business concerns that do not 
maintain fulltime marketing 
staffs.” 


Frankel Agency Moves 
Norman Frankel, Advertising, 

has moved its offices to 1145 

Peachtree St., N. E., Atlanta. 


FREE BOOKLET 
“Dictate with a hig 
YOU”, Write today 
—use business letter- 


} head, please. 


WATERMARKED 


of the wy 
South’s Greatest Salesman | Fox R iVE R 
To the sparkling array of CBS i COTTON-FIBER BOND, ONION SKIN, LEDGER 
stars—W WL adds the “‘darlings”’ 


of Southern listeners . . . adds * * 7 


public service shows that make 
7 listeners loyal... adds news and 

special events that keep those 
dials set at 870—WWL. 


Many money-making tips in this free 
booklet authored by Dr. Robert R. 
Aurner, better-letters authority. But every 
suggestion emphasizes: Why spend dol- 
lars of time composing the right letter 
—then entrust it to the wrong paper? 


| Just think! You could be using letter- 
heads on the cheapest. newspaper stock 
.». you could switch to beautiful 100% 
| cotton-fiber letterhead papet by Fox 
River, with matching envelope, and your 
extra cost per letter would not be over 
1¢! Smaller costs ranging downward in 
75, 50, 25% grades. Samples with free 
| YOU booklet. Fox River Paper Corp., 

1122 S. Appleton St., Appleton, Wis. 


50,000 WATTS 


CLEAR CHANNEL 


CBS AFFILIATE 


ss | Look through the paper:-: 
see the 


Fox River 


| NAME OF QUALITY 
| WATERMARKED IN EVERY SHEET 


[eS 


A DEPARTMENT OF LOYOLA UNIVERSITY REPRESENTED NATIONALLY BY THE KATZ AGENCY | 
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Along the Media Path 


@ The Modesto Bee has started 
constructing its new $588,000 news- 
paper plant. The two-story struc- 
ture will have 35,000 square feet of 
floor space, and will include an 
employes’ cafeteria and lounge, 
and facilities for home economics 
demonstrations, in addition to com- 
plete production facilities for the 
Bee. 


@ On Oct. 5, the “features for wo- 
men” cooking show series, spon- 
sored by the Philadelphia Inquirer, 
began its third season. The shows, 
which will extend over a period 
of 25 weeks, will be held at a dif- 
ferent Stanley-Warner theater 
each week. As a merchandising 
service to Inquirer advertisers, 
nationally advertised products and 
appliances are used in the demon- 
strations. 


e “There was a time—not too 
long ago—when sports cars were 
built for men to drive.” They at 
one time “had a purpose higher 
than serving as a fancy backdrop 
for fashion models, radio actors 
and perennial college boys,” de- 
clared Ralph Stein in the Septem- 
ber Argosy. Reprints of color pho- 
tos of ten of the outstanding sports 
cars in history were offered to 
readers at 25¢ each. To date, the 
magazine has received more than 
6,200 requests. 


e The Hartford Courant has al- 
most completed moving its various 
departments into the new plant 
building. The mechanical depart- 
ments were installed in their new 
quarters early in July, with busi- 
ness offices following shortly 
thereafter. 


e A new Sunday magazine section 
made its appearance in the Bridge- 
port Herald Oct. 8. It includes en- 
tertainment features and material 
on homemaking. 


e To celebrate the opening of 
Kresge’s new downtown St. Louis 
variety store, the company ran 
more than 8% pages of copy in a 
special section of the St. Louis 
Star-Times. An additional 3% 
pages of the 14-page section were 
filled with ads placed by the con- 
cerns which helped to build the 
new store. 


e With the first unit of its new 
newspaper plant under construc- 
tion, the Sacramento Bee and the 
McClatchy newspapers have start- 
ed construction on an adjoining 
second unit. Cost of the two new 
buildings will exceed $1,750,000. 
The two-unit building will house 
press room facilities, mechanical 
departments, business offices and, 
eventually, offices and studios for 
Station KFBK and a projected 
video station. 


e “How many men participated in 
the purchase of this accounting 
machine?” asks Business Week in 
a new promotion piece. The folder, 
third in a series of case histories 
on industrial purchasing transac- 
tions, is based on an interview 
with the company’s purchasing 
agent by a Dun & Bradstreet re- 
porter. 


e More than 1,700,000 postage 
stamps, valued at approximately 
$33,000, plus philatelic supplies 
worth several thousand dollars 
more, were collected for hospital- 
ized veterans by KCBS, San Fran- 
cisco. 

Al Henry, the station’s “stamp 
man,” broadcast appeals for stamps 
and supplies on his Sunday (2:15 
p.m.) stamp show for a month, 
and also appeared on other KCBS 
programs to stress the need for 


such donations. The American Wo- 
men’s Voluntary Services will han- 
dle distribution to veterans. 


e The Journal, Portland, Ore., on 
Sept. 24 ran a ten-page special 
furniture section, featuring mod- 


ern, contemporary, 18th Century, | 


Early American and provincial 
styles. The section was the largest 
ever run by the paper in connec- 
tion with its “home fashion time” 
promotion. 


e The new addition to the Brook- 
lyn plant of the New York Mirror 
is scheduled for completion by Jan. 
1. The first of the new Hoe presses 
is expected to be in operation this 
month. The press rooms will even- 
tually house 18 color-convertible 
Hoe units, plus folders and web- 
splicing mechanisms, and are de- 


signed to turn out a 98-page tab- 
loid or two 48-page tabloid papers. 
Total cost of the building and 
equipment will exceed $2,250,000. 


e A picture-text technique is used 
to tell the story of Modern Screen 
and “the market that everybody 
wants,” in the magazine’s new 28- 
page booklet with the same title. 
The format for the brochure was 
adapted from Modern Screen’s 
strip-film presentation, which car- 
ries the same title. Copies are 
available from Harold Clark, ad- 
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vertising director of Dell Publish- 
ing Co., New York. 


e “Fashion Notes for Nurses,” a 
new feature series in R. N., a mag- 
azine for registered professional 
nurses, made its first appearance 
in the publication’s October issue. 
Reader inquiries will be forwarded 
to manufacturers. 


@ Woman’s Day celebrated its 
13th anniversary issue—October, 
1950—by setting a new record in 
both advertising linage and ad rev- 


leit bel, ,4 Lulued 


Over 11,000 PAID SUBSCRIBERS in six months 
Assures a New Degree of Intensive Readership 
for Your Advertising 


FLEET Owner is a better buy for any advertiser with a product to sell 


to the big prosperous truck fleet market. 


It’s a better buy because fleet men want it so much they are glad and 
willing to pay for it. That means interested readership! 

It’s a better buy because, month after month, it provides the best 
balanced, most comprehensive editorial content of any truck publica- 
tion. That means sustained readership! 

It’s a better buy because it reaches the important buying influences 
in the fleet field — is sold only to the men who have a voice in buy- 
ing, recommending or influencing purchases. That means quality 


readership! 


It’s a better buy because its paid subscription list is self-purging — 
automatically records job changes, deaths, companies going out of 


business, etc. That means live readership! 


FLEET Owner’s immediate and sustained success in attracting PAID 
subscriptions from influential readers is a history making achievement 
in the truck publication field. It brings new power to your advertising 
in the important truck fleet market. 


26,000 COPIES 


While converting from free to paid, FLEET OWNER will deliver an aver- 
age of over 26,000 copies during the last six months of 1950. As paid 
subscriptions are added, free circulation will be dropped. Meanwhile, 
free copies will be addressed to important individuals in fleets not yet 


covered by paid circulation. 
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enue carried. The statistics show 
a 21.4% increase in revenue, a 
15.3% increase in linage, and a 
48.3% gain in four-color advertis- 
ing, as compared to the October, 
1949, issue. In addition, more four- 
color pages were used in the edi- 
torial section than ever before. 


e Station WSM-TV, Nashville, 
which made its debut early this 
month, began operations with an 
ambitious operating schedule of 
from 60 to 70 hours of program- 
ming weekly. The station’s own 


microwave relay link enabled it 
to present network shows from the 
beginning of its telecasts. 


e Readers of the San Francisco 
Chronicle had an opportunity to 
browse through 100 years of news- 
paper files on Sept. 10, when the 
paper published a 208-page cen- 
tennial edition. 

Almost every section of the is- 
sue was devoted to reprints—with 
original headlines in the original 
type faces—of stories carried at 
intervals during the past century. 


Current ads and former ads were 
run side by side and the classified 
section reprinted ads from the pa- 
per’s earlier days. 


e To promote its forthcoming ser- 
ies of mailings, “Lithography Of- 
fers More,” the Lithographers Na- 
tional Assn. has sent an offset file 
folder to each firm or person on 
the mailing list for the brochures. 
An accompanying letter explains 
that the association believes the 
recipient will want to preserve the 
brochures, hence the file folder. 


e Gross advertising revenue re- 
ceived by Newsweek in the third 
quarter of 1950 was the highest 
in its history. In the month of 
September, the magazine carried 
11.9% more advertising linage 
than in the same month a year 
ago. 


e At the opening of the new KSL- 


.TV studios in Salt Lake City Sept. 


15, the station telecast brief syn- 
opses of all local TV programs. 
With the acquisition of new studio 
space, the station will launch a 
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group of locally produced shows 
and will increase its broadcast 
time to seven afternoons and eve- 
nings weekly. 


e Of the 164 pages in the October 
McCall’s, 126 carry color—the 
highest percentage of color ever 
used in any issue of the publica- 
tion and, McCall’s believes, an all- 
time record for national magazines. 

According to Otis L. Wiese, edi- 
tor and publisher, the color is in- 
tended to reduce the fatigue factor 
in magazine reading and to “speed 
the flow of reader traffic through 
the entire magazine.” 

McCall’s also has published ag 
booklet titled “The Pace & the 
Pattern” as part of its 80th an- 
niversary celebration. The booklet 
records highlights of eight decades 
of McCall’s, beginning with the 
initial publication of The Queen, 
an eight-page periodical designed 
to help women make more suc- 
cessful use of McCall patterns, 


e The October issue of Woman’s 
Home Companion set an all-time 
revenue record, with $1,281,908 in 
ads. The number of pages of ads in 
the issue also set a record for 1950 
issues. 


e Station WTAR, Norfolk, has is- 
sued a 32-page color brochure de- 
scribing its new building. The bro- 
chure describes and illustrates TV, 
AM and FM operations, from re- 
ception desk, through the studios, 
to the transmitter. 


- 
i 


e@ On Sept. 10, the News Journal, 
Murfreesboro, Tenn., ran a 13- 
page television section. The town, 
just outside Nashville, has a popu- 
lation of 9,500. The paper has a 
circulation of 4,500. 


Ac’cent Gets Canadian Push . 


International Agricultural Corp., : 
Montreal, is introducing Ac’cent 
to the Canadian market. Ads are 
currently being placed in daily 
newspapers, national magazines 
and trade publications. J. Walter 
Thompson Co., Montreal, handles 
the account. Ac’cent is manufac- 
tured by Amino Products division 
of International Minerals & 
Chemical Corp., Chicago. 


Py OP iy OP iy OP i Gy Gy 
A CHOICE 


CHRISTMAS GIFT 


For Those “All-Important” 
BUSINESS FRIENDS 


... SOUNDS “SILLY”, BUT STILL 
STRICTLY SENSIBLE... Don’t wait 
until the “Last Minute’ to select 
an APPROPRIATE GIFT for XMAS. 
It might prove very disappointing. 
. « » YOU CAN SETTLE this an- 
noying ‘‘Yearly Problem’’ quickly 
and thoroughly by giving beauti- 
ful, personal “TIES”. 


...- CHOOSE FROM HUNDREDS 
of the season’s most smartly 
styled patterns—featured on fine 
silks, nylons or acetate weaves. 


.-.OFFERINGS RANGE from 
the ‘Moderate’ through the 
“‘Higher-Priced’’ FINE NECK- 
WEAR . . . Your requirements 
easily serviced within the LIMI- 
TATIONS of your GIFT BUDGET 
... Special Discounts for Early 
Quantity Orders. 


...AMERICAN’S FULL CUT Genuine Hand-Made 
NECKWEAR, designed and created for the exclusive 
trade for over 30 years, will reflect your “Good 
Taste” through many months of pleasurable 
wearing. 


--."“TIE THIS” for SPECIAL SERVICE—Your 
“Personalized Label’ . . . Ties beautifully boxed 
with your ‘‘Personal Xmas Card’’ and mailed by 
us to your own gift list. 


EARLY ORDERS Mean Better Selec- 
tions and Maximum Service. FULL 
DETAILS Without Obligation ...Write, 
Wire or Phone — 


American Neckwear Mfg. Co. 


Mfrs. of ““ADVER-TIES’’— 
Promotional Neckwear 


324 So. Franklin St. Chicago 6, Ill. 
Phone WEbster 9-7592 
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“Architectural Forum’ 
Reports Unanimous 
Association Stand 


New York, Oct. 11—Architec- 
tural Forum, the Magazine of 
Building has published the first 
extra issue in its 58 years of pub- 
lishing. A special edition without 
advertising has been mailed to 
subscribers presenting the full pro- 
ceedings of an Architectural For- 
um round table meeting at which 
the heads of most of the leading 
associations in the construction in- 
dustry met with leading material 
producers to agree on a common 
economic platform during the pre- 
sent rearmament emergency. 

This first united stand on the 
part of all segments of the build- 
ing industry was considered so 
important by the editors that, 
rather than hold the report for 
the regular October issue, they pre- 
pared a special report. 

Meanwhile, P. I. Prentice, editor 
and publisher of the magazine, 
flew to Washington at the re- 
quest’ of the round table to pre- 
sent its recommendations to gov- 
ernment officials. 


s Calling for credit control, higher 
taxes and a free price mechanism 
during the opening phase of the 
rearmament program, the recom- 
mendations were signed by the 
heads of all six participating asso- 
ciations, namely, American Insti- 
tute of Architects; National Assn. 
of Home Builders; Associated Gen- 
eral Contractors; Mortgage Bank- 
ers Assn.; National Retail Lumber 
Dealers Assn.; and the Producers 
Council. 

In addition, the recommenda- 
tions were signed by the following 
manufacturers: ~ 

Charles E. Wilson, president, 
General Electric Co.; John D. Big- 
gers, president, Libbey-Owens- 
Ford Glass Co.; Adm. Ben Morell, 
chairman, Jones & Laughlin Steel 
Corp.; Melvin H. Baker, president, 
National Gypsum Co.; Clifford J. 
Backstrand, president, Armstrong 
Cork Co.; Lewis H. Brown, chair- 
man, Johns-Manville Corp.; and 
Philip Weyerhaeuser Jr., president, 
Weyerhaeuser Timber Co. 


Pushes New Junket Flavor 


Chr. Hansen’s Laboratory, To- 
ronto, has launched an introduc- 
tory compaign to announce the sale 
of the new strawberry flavored 
“Junket” Rennet powder. Ads ap- 
peared in daily newspapers in 
Montreal, Toronto, Winnipeg and 
Vancouver. This is the seventh 
Junket brand Rennet powder 
flavor to be introduced by Han- 
sen’s. The Toronto office of Mc- 
Kim Advertising is the agency. 


AANR Unit Elects Sampson 


David E. Sampson, Jann & Kel- 
ley, has been elected president of 
the Detroit chapter of the Ameri- 
can Assn. of Newspaper Repre- 
sentatives. Other officers elected 
are: Jack F. Kent, Ward-Griffith 
Co., vice-president; Richard W. 
Cavell, Sawyer-Ferguson Co., sec- 
retary, and Edwin Charney, Bran- 
ham Co., treasurer. 


Berkshire Agency Suspended 


Berkshire Advertising Assn., 
Great Barrington, Mass., three- 
year-old general advertising agen- 
cy, has been discontinued. Owner 
George W. Whitney, a veteran of 
the Air Force in the last’ war, 
plans to reenter the service. Mr. 
Whitney bought the business last 
May from Edward Sampers and 
Thomas Buchanan. 


DuMont Promotes Rogers 


Tyrell G. Rogers has been ap- 
pointed executive assistant to 
Leonard F. Cramer, executive vice- 
president and director of Allen B. 
DuMont Laboratories, New York. 
Mr. Rogers joined DuMont in 1948 
as manager of the sales control 
division and assistant to Ernest A. 
Marx, manager of DuMont’s re- 
ceiver sales division. 


Expands Ad Schedule 


California Stockmen’s Supply 
Co., owned by California Woal 
Growers Assn., San Francisco, has 
expanded its 1950-51 advertising 
schedule to include 25 national and 
regional farm and livestock journ- 
als. Knollin Advertising Agency, 
San Francisco, is the agency. 


Packaging Exposition Set 
American Management Assn. 
will hold its 20th National Pack- 
aging Exposition at the Atlantic 
City Auditorium, April 17-20, 1951. 


Joins Cooper-Bessemer 


Richard E. Hoierman, formerly 
production manager of Morgan 
Advertising Agency, Mansfield, O., 
has joined Cooper-Bessemer Corp., 
Mt. Vernon, O., gas and diesel 
engine builder. He will be associ- 
ated with E. R. Bonnist, director 
of advertising. 


Four A’s Adds Doyne Agency 
Doyne Advertising Agency, 
Nashville, Tenn., has been elected 
to membership in the American 
Assn. of Advertising Agencies. 


Wartenberg to Resign Post 


Fred Wartenberg will resign his 

t as printing supervisor of 

etropolitan Sunday Newspapers 
Inc., New York, effective Dec. 31. 
He has not announced his future 
plans. Mr. Wartenberg’s successor 
at Metro will be named later. 


To Reincke, Meyer & Finn 

Brad Foote Gear Works Inc., 
Chicago, has placed its advertis- 
ing with Reincke, Meyer & Finn, 
Chicago. Business papers and di- 
rect mail will be used. 
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Cadbury Buys ‘Small Fry’ 
Cadbury-Fry America, New 
York, chocolate products, has en- 
tered television as sponsor of 
“Small Fry Club” on the DuMont 
Television Network. Time (one 
day a week on four stations) was 
bought through Ellington & Co. 


Daily Ups Delivered Price 

The Register, Torrington, Conn., 
has increased its city delivery 
price to 30¢ per week. The daily’s 
price per individual copy will re- 
main at 5¢. 


Well, this is the NEW “one-two” 


You’ve heard of that punch 
called “the old one-two”?... 


—the mighty double wallop 
new Metro delivers 


B IG, smart, experienced heavyweight adver- 
tisers are using Sunday magazines more than 
ever before in all advertising history. 


Their dense coverage where people and 
money are concentrated... their intense im- 
pact... their proved sales-producing might 
have made them champions in the minds of 
these advertisers. 


They possess a mighty wallop—but the might- 
iest of them all, Metro, delivers adouble wallop. 


First — Metro gives you the world’s largest 
magazine audience, and it’s concentrated where 
two-thirds of all retail sales in the United States 
are made. This audience is bigger by millions 


THE WORLD’S LARGEST 


THE HIGHEST 


than the next two giants. For the score reads: 


SE 6.8 2+ sip at iae' <c . Over 14,000,000 
AMERICAN WEEKLY... .Over 10,000,000 
i ee Over 10,000,000 


Figures based on latest A.B.C. 

Second ... highest readership. Look at the 
record. Make your own comparison of all 1949 
campaigns which ran in Metro and other lead- 
ing publications. See for yourself how Metro 
delivered up to three times the readership! See, 
too, that this higher average readership per 
dollar was among both men and women! 

Circulation like Metro’s...ad readership like 
Metro’s—that’s the mew “one-two” smart adver- 
tisers are looking into right now. You, too? 


This is the NEW Oreo’ 


MAGAZINE CIRCULATION! 


Individually edited by these leading Sunday Newspapers: 


ATLANTA Journal-Constitution CLEVELAND Plain Dealer MINNEAPOLIS Tribune 
BALTIMORE Sun DES MOINES Register NEW ORLEANS Times-Picayune 
BOSTON Globe and/or Herald DETROIT News and/or Free Press & States 

BUFFALO Courier-Express INDIANAPOLIS Star NEW YORK News 

CHICAGO Tribune LOS ANGELES Times PHILADELPHIA Inquirer 
CINCINNATI Enquirer MILWAUKEE Journal PITTSBURGH Press 


Sales Offices for Metro Magazines and Metro Comics... NEW YORK + CHICAGO - 
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Pachter Appoints Bender; 
Issues New Brochure 


David Greg Bender has been 
appointed sales and public rela- 
tions director of D. A. Pachter Co., 
Chicago, premium and gift house. 
Mr. Bender was formerly associ- 
ated with Atlas Music Co., See- 
burg distributor, and Advance 
Transformer Co. in a similar capa- 
city. He will retain his interest in 
the R. K. B. Associates, distributor 
of the menu of music to the coin 
operated phonograph field. 

Pachter has issued a new 1950- 


51 brochure of nationally adver- 
tised prize, premium and gift 
goods. The brochure offers more 
than 1,500 items. Copies are avail- 
able upon request on company let- 
terhead. 


Robertson-Irwin Names Two 


Wm. A. Barnes has been named 
general sales manager of Robert- 
son-Irwin Ltd., Hamilton, Ont., 
building products. He was former- 
ly in charge of the Montreal dis- | 
trict office. W. G. Enouy has been | 
appointed manager of the newly | 


formed eastern division, with 


headquarters in Montreal. 


Bachman Uses Video 


Bachman Bakeries Inc., Reading, 
Pa., manufacturer of Bachman 
pretzels, entered the television 
field for the first time on Oct. 15 
with sponsorship of a 15-minute 
film drama every Sunday from 
1:30 to 1:45 p. m. over WPTZ, Phil- 
adelphia. The show features 
“Don Winslow of the Navy.” Ait- 
kin-Kynett Co., Philadelphia, is 
the agency. 


TV Set Makers Plan 
To Step Up Drives 
Despite Shortages 


WASHINGTON, Oct. 10—Despite 
parts shortages, TV set makers are 
planning sharp increases in their 
promotions during the remainder 
of 1950, and well into 1951, ac- 
cording to the Radio-Television 
Manufacturers Assn. 

An informal poll by the associa- 


the readership! 


Here’s one reason why your ads 
in Metro get such sensational 
attention and readership: 


UNMATCHED 
LOCAL INTEREST 


Editors of big national publications are always beset 
by one big problem. They have to interest people of 
the most varying interests with the same material — 
and it cannot always be done. Does Detroit care 
about Bunker Hill Day in Boston? Does a citizen in 
Omaha care about New Orleans’ Mardi Gras or his 
own Ak-Sar-Ben fiesta? How interested is an Indiana 
farmer in small-boat racing on Minnesota’s lakes? 

Metro’s editors have no such problem! Because 
Metro is independently edited by every one of its 
27 member papers. Your ads are side by side with 
pictures and stories of consuming local interest to 
readers. No wonder your ads get up to three times 


are 


ipal 


STRICTLY NEW YORK, this couple. 
Interested in the newest plays, 
Broadway happenings, oddities 
of their odd city. Sure, their in- 
terests—their primary interests — 
are Jocal! And their copy of Metro 
is edited for their interests. Which 
_is as it should be—if you want the 
biggest pay-off in readership for 
your ads! 


PROVIDENCE Journal 


ST. LOUIS Globe-Democrat and/or Post-Dispatch 


ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Star 


DETROIT - SAN FRANCISCO + LOS ANGELES 


SOLID CITIZEN, St. Louis. 
Sure, he and his family 


world at large, but 
much more interested 
in the St. Louis Munic- 


Hollywood Bowl... in 
the Cardinals than the 
N. Y. Yankees. St. 
Louisans get what they 
want to read about in 
their independently 
edited issue of Metro. 


interested in the 


Opera than the 


MARDI GRAS in New 
Orleans. That's a fea- 
ture of big interest... 
in New Orleans. The { f 


"| 


rest of the country may 
be mildly interested in 
this colorful pageant, i 
but in New Orleans it 
gets top billing. So, in 
Metroin New Orleans, | 
the focal features are ' 
local features. And how 
they enhance the read- 
ership of your ads right 
nex: to them! 
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tion showed increases of 20 to 
200% in the second half 1950 pro- 
motions over the first half. The 
average was 104%, with all but 
one concern reporting some in- 
crease. 

The 1951 prospects are about 
9% over 1950, with three com- 
panies reporting plans for in- 
creases of 45% or more. Only 
three anticipated that 195° spend- 
ing would be below 1950. 


Newspaper Admen Elect 
H. A. Meyer Jr., of the Reporter, 
Independence, Kan., has _ been 


elected president of the Midwest 
Newspaper Advertising Executives 
Association. Other officers are Jay 
F. Seacrest, Journal, Lincoln, Neb., 
vice-president; W. E. Sotherland, 
Journal-Tribune, Sioux City, Ia., 
secretary-treasurer; and Roy Mc- 
Kinney, Dallas Times-Herald, ser- 
geant at arms. 


Robco to Chase & Richardson 

Chase & Richardson, New York, 
has been named to handle the di- 
rect mail advertising and promo- 
tion of Robco Corp., manufacturer 
of coin meter machines. 


Hop aboard our 


Gravy Train! 


House BeauTiruL takes you right 
to the doors of America’s 570,000* 
finest homes . .. and makes sure you 
get a warm welcome at all of them! 
The occupants of those homes watch 
for each month’s House BeAauTIFUL 
as eagerly as kids wait for a glimpse 
of the Super-Chief. If you’re 
aboard, they figure you rate! 


You'd better rate with these House 
BEAUTIFUL reader-families! 90,000 
of them pull down incomes exceed- 
ing $25,000 a year. They all buy 
quality products at a rate that more 
than pays your expenses in travel- 
ing to them. 


But remember, only House Beauti- 
FUL takes you to these super-sales- 
active families. That’s because 
House BEAUTIFUL crosses the con- 
tinent every month on its own spe- 
cial single-track idea—“Better your 
home .. . better your living.” 


Does your product help create bet- 
ter homes . . . better living? Then 
hop aboard our gravy train! Pick 
up the phone and reserve your 
space right now! 


*Publisher’s estimate, last 6 months 1950 


House Beautiful 


the magazine that sells 
both sides of the counter 
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lation and in home-delivered circulation, 
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FIVE MONTHS- 
FIVE RECORDS 


MONTH AFTER MONTH, THE HERALD- 
AMERICAN CONTINUES TO SET NEW 


| CIRCULATION RECORDS! IN MAY, JUNE, 
JULY, AUGUST, AND AGAIN IN... 


September 364,/ OC | 


) IF WHAT YOU SELL GOES INTO THE HOME YOUR 


ADVERTISING BELONGS IN CHICAGO'S NO. 1 
EVENING NEWSPAPER... 


CHICAGO HERALD-AMERICAN 


CHICAGO’S NUMBER ONE EVENING NEWSPAPER 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Pennsylvania Salt, 


Now 100, Helped 


Through Crises Twice by Advertising 


PHILADELPHIA, Oct. 11—Pennsyl- 
vania Salt Mfg. Co., celebrating a 
full century of operation, proudly 
points to its advertising as a vital 
factor in its growth. In fact, twice 
during the century advertising 
played an unexpected and very 
important part in its development. 

The first time was in 1900 when 
the company was searching for a 
way to produce caustic soda elec- 
trolytically from brine. Its first 
experimental cell at Wyandotte 
was a costly failure. In 1904 a 
young British chemist, Arthur E. 
Gibbs, offered Pennsalt his inven- 
tion. Today, with modifications, it 
is the company’s principal produc- 
tion unit. Shortly before his death 
last March, Mr. Gibbs related how 
he offered the invention to Penn- 
salt. 

“I did not know much about 
American companies,” he said, 
“but I had seen the old Quaker 
trademark of Pennsalt in their ads. 
The old gentleman with his ‘honest 
weight’ scales looked so reliable. 
Some of my friends told me the 
company lived up to its trademark, 
so I decided to approach them.” 


s Outdoor advertising, a sign on 
its Wyandotte plant fence, solved 
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PENNSYLVANIA 


SALT MARUFACTUKING COMPANY. 
Ofice, 306 Pens. Street. 
PITTesuRGu, Pa. 


“FER Eavessesae 


We alec mivetedtere 
EXTRA REFINED SNOW WHITE 
TABLE, DAIRY AND FACKINO SALT. 
WARRANTED 
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1859 AD—Pennsylvania Salt’s old ad for 
Saponifier ran below an ad for slaves in 
Springfield, Ill., newspaper. 


one of the company’s major mar- 
keting problems several years 
later. Pennsalt was searching for 
buyers of the chlorine gas which 
the Gibbs cell produced. 

A German chemist, Dr. F. N. 
Hirschland, was hunting for a 
source of chlorine for his own 
company, the Goldschmidt Detin- 
ning Co., Carteret, N. J. He had 
not heard of Pennsalt. The story 
runs that he was riding from De- 
troit to Toledo on an interurban 
trolley on a hot summer day in 
1908 when he noticed the sign. He 
yanked the bell cord and headed 
for the plant. His company, later 
the Metal & Thermit Corp., became 
Pennsalt’s first large chlorine cus- 
tomer. 


a Although the company began as 
a heavy chemical manufacturer 
and has been so for 100 years, it 
was a consumer product that 
started it on its way. The company 
was organized by five young Phil- 
adelphia Quakers to manufacture 
“the alcaline salts of soda” for the 
infant industries of the Midwest. 


For the first five years it was 


a struggle and near catastrophe. 
Then one founder, George T. 
Lewis, hit upon the idea of making 
small cans of household lye for 
home soap making. The product 
was introduced in 1855 and became 
an immediate success. 

It was that same year that Penn- 
salt probably started advertising 
to the consumer. Lewis’ Saponifier 
lye, with the old Quaker silhouette, 
was advertised throughout the 
Midwest. One early ad appeared 
just below an ad for slaves in 
Abraham Lincoln’s hometown pa- 
per, Springfield’s Illinois State 
Journal, in 1859. 


a Today the company produces 
more than 300 products in eight 
plants from coast to coast. Sales 
are running at the annual rate of 
$39,000,000, or 262% higher than 


10 years ago. 

Advertising expenditures today 
run approximately seven times the 
figures of 1935. Pennsalt uses more 
than 150 U.S. publications and an 
increasing number of foreign pub- 
lications to support its export sub- 
sidiary, Pennsalt International 
Corp. 


m The largest share of its adver- 
tising dollar goes to national and 
regional trade publications. Farm 
papers and newspapers 
Midwest and Far West follow. 
There is a little advertising for 
household products in magazines. 
Spots are carried on 14 radio sta- 
tions. 

In recent years, Pennsalt has 
run institutional campaigns in 
Business Week, Newsweek and 
Time through Geare-Marston Inc., 
of Philadelphia and New York. In 
addition, the company carries on 
a large direct mail program 
through its own advertising and 
sales promotion department, head- 


in the) 


ed by Paul C. Hurley. This de- 
partment handles all copy, art, 


production and mailing for more 
than 1,000,000 mailings a month. 


s These direct mail campaigns in- 
clude the Pennsalt P-R (patron 
relations) plan, an educational 
program for some 20,000 dairy 
representatives; monthly mailings 
on ad reprints and product infor- 
mation for the special chemicals 
and agricultural chemicals de- 
partments; publication of an ex- 
ternal house organ, “The Laundry 
Bundle,” circulated among 10,000 
members of the laundry industry; 
publication of numerous booklets, 
leaflets and information pieces for 
other departments. 

“We have manufactured some 
chemical specialties for nearly all 
our 100 years,” said George B. 
Beitzel, president, “and advertising 
has played an important part in 
marketing these as well as our 
other chemicals. But in the last 
20 years we have diversified ex- 
tensively, constantly adding many 
new specialties for new uses and 
new industries, so that advertising 
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to Pennsalt. As we begin our sec- 
ond century, this éxpansion is ac- 
celerating, and we expect our ad- 
vertising and sales promotion will 
grow with it.” 


WMFM Will Not Be Rebuilt 


WMFY\M, North Adams, Mass., the 
Class B regional FM station whose 
transmitter, control room equip- 
ment and antenna system were 
totally destroyed by lightning and 
fire last March, will not be rebuilt. 
FCC has been notified that the 
license issued individually to 
James A. Hardman, senior trustee 
of the Transcript Publishing Assn., 
has been voluntarily relinquished, 


Joins Presba, Fellers 


Francis C. Kerr, formerly vice- 
president and eastern manager of 
Rogers & Smith, has been named 
an account executive of Presba, 
Fellers & Presba, Chicago. 


Appoints Charlop-Fradkin 
Charlop-Fradkin Advertising, 
New York, has been appointed to 
handle the advertising of Dale- 
Lansdale, Pa., manu- 


wood Co 
has become increasingly important | fa facturer of children’ s play pens. 


2,300,000 shoppers buy Jmtly Cuwcle in the 


same chain groceries where your products are sold 
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Ad Give Motion Illusion 
When the Freezer-Abeles Shirt 


Corp., maker of Fruit of the Loom 
men's shirts, moved to new quar- 
ters in the Empire State Blidg., 


New York, it used the last two 
columns of a right-hand page and 
the first three columns of the fol- 
lowing left-hand page in the Daily 
News Record to announce the fact. 
Ted Bernstein Associates, agency 
for Freezer-Abeles, said splitting 
the ad this way gave the announce- 
ment an illusion of actual motion. 


Williams Absorbs Chernow Co. 


Chernow Co., New York, has 
consolidated with the Williams 
Advertising Agency, New York, 
which will occupy enlarged quar- 
ters at 347 Fifth Ave. Sam Cher- 
now has been elected chairman 
and a director of the Williams 
agency. 


To ‘Industrial Laboratories’ 


Paul Wiedenschilling, advertis- 
ing manager, Scientific Glass Ap- 
paratus Co., Bloomfield, N. J., has 
resigned to become district manag- 
er of the New Jersey territory for 
Industrial Laboratories, Chicago. 


FCC Approves Sale of KIOA 


Sale of Station KIOA, Des 
Moines, for $100,000 to stockhold- 
ers of Station WLOL, Minneapolis, 
operated by Independent Mer- 
chants Broadcasting Co., has been 
approved by FCC. Marvin Rosene 
has been made general manager of 
KIOA. Stockholders buying the 
station include Ralph Atlass, vice- 
president and general manager of 
WIND, Chicago, and his associ- 
ates—Charles J. Winton Jr. and 
David J. Winton, Minneapolis lum- 
bermen, and John T. Carey, Wil- 
helmina Harre and Lloyd Mallett 
of Chicago. 


Rogers & Smith Ups Brooks 


Randall E. Brooks, account exec- 
utive, has been appointed execu- 
tive vice-president and a director 
of Rogers & Smith. The agency 
also has named Mr. Brooks gen- 
eral manager of the Dallas office. 


LeVally Promotes Bonk 


Robert T. Bonk has been ap- 
pointed assistant art director of 
LeVally Inc., Chicago. He has been 
with the agency since December, 
1947. 
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CURIRITR,. & IVES 


TIE-IN—Glenmore Distilleries and Libbey Glass division of Owens-Illinois collaborate 
in a unique promotion. Here is a Glenmore newspaper advertisement, and some of 
Libbey’s dealer copy, both capitalizing on the Currier & Ives theme. 


Becomes Haydon, Dukeshire 
Haydon-Smith Co., New Haven, 


Haydon, Dukeshire Inc. 


Versa-Mil Names Rickard 
Versa-Mil Co., New York, has 


Conn., has changed its name to) placed its advertising with Rickard 
& Co., New York. 


advertise your grocery 


products in family Cicle where 


Unless you know how many of a magazine’s 
readers shop in grocery stores where you have 
distribution, there is no way of knowing your 
percentage of effective circulation. 


Every impression counts in Family Circle 
because the magazine is bought exclusively 
by 2,300,000 housewife shoppers in 8,655 
stores of 12 leading grocery chains that ring 


NATIONAL OR SECTIONAL 


ADVERTISING 


Because Family Circle’s a BC) 


tirculation is available as a national 
unit or in any combination of 17 sec- 
tional editions, your advertising 
coverage exactly parallels product dis- 
tribution. Sectional circulation guaran- 


tees for 1951 are shown on map. 


BIG GAINS 
1950 OVER 1949 


® 41% gain in advertising revenue 

® 26% gain in national advertising linage 
®64 new grocery product advertisers 
*93 new non-grocery product advertisers 
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up 3-1/3 BILLION dollars annually — 11% 
of U.S. grocery sales. If your products are 
distributed by any of the chains that sell 
Family Circle, you can’t buy more econom- . 
ical, more effective advertising coverage. 
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Make Family Circle your basic grocery 
advertising medium — where every impres- 
sion counts. 
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Glenmore, Libbey 
Get Together on 


Decanter, Glasses 


New York, Oct. 11—Glenmore 
Distilleries Co. and Libbey Glass 
division of Owens-Illinois Glass 
Co, will begin a unique joint pro- 
motion in November. 

Glenmore, which for several 
years has gone all out in bottle 
design, will advertise a Currier & 
Ives decanter for Kentucky Tav- 
ern whisky as part of its holiday 
drive. Libbey will feature com- 
panion Currier & Ives glasses in 
its advertising. 

Behind the drive—which will 
appear in newspapers and maga- 
zines—is a story. Last January 
A. P. Bondurant, Glenmore’s ad 
chief, was going through the Lib- 
bey plant—and trying to devise a 
new bottle for Kentucky Tavern’s 
Christmas promotion. Enroute he 
saw Libbey preparing the Currier 
& Ives glasses; once he established 
that the glassware set didn’t in- 
clude a decanter the deal was on. 


w Kentucky Tavern’s advertising 
(through D’Arcy Advertising Co.) 
will appear in Esquire, Holiday, 
Life, Newsweek, The New Yorker, 
Time and U. S. News & World Re- 
port and in newspapers of 300 
cities in 1,000- and 600-line space. 
Libbey’s copy will go into shelter 
and women’s magazines. 

Spreads for all the Glenmore 
brands (including a new decanter 
for Glenmore bourbon as well) 
will appear in another list of mag- 
azines, identical except that Col- 
lier’s and Look are added in place 
of Esquire. 

Glenmore advertising includes a 
copy block which says “to com- 
plete your set, companion glasses 
made by Libbey are on sale at 
leading stores everywhere,” and 
the glasses appear in the illustra- 
tion with the Kentucky Tavern de- 
canter. 


St. Petersburg Admen Elect 


Dorsey Newson, public relations 
counsel, has been elected presi- 


-| dent of the St. Petersburg Adver- 


tising Club. Other officers are: 
Stan Nutting, art director of Grif- 
fith-McCarthy, vice-president; 
Dick Winning, sales manager of 
Grant Motor Co., secretary, and 
Al Dreier, in the display advertis- 
ing department of the St. Peters- 
burg Evening Independent, trea- 
surer. 


PRESTIGE AND PROFITS 


You get both in Foreign Service, 
the V. F. W. magazine, when you 
tell your story to the families of 
more than one million veterans (91.1 
per cent World War Il). 

No advertising campaign builds 
either prestige or profits if it fails 
to get readership. 

Mail order clients are proving 
that Foreign Service readership pays 
off with handsome profits. That's 
convincing proof of the kind of 
readership that will build prestige 
for your product, plus profits. 

2 
pA) FOR FREE SAMPLE 


LAST THREE ISSUES 
Toreign Sewice 
THE V.F.W. MAGAZINE 


Dan B. Jesse, Jr. & Associates, Inc 
Advertising Directors 
10 East 43rd St., New York 17,N Y 


7 Ike 
' | 
” SS awwes hh paar 
oe} YT \} Ss HIOSTESS SETY sas 
Bee tee PR ; 
geo a cocosecpartomn ote fe Sir BE 39% 
\— — { eS al 
= - —_— = og Se 9 
ae = fe = Vo) Sse. 
Pee iy A ie Ths = : 
per ’ Tee | on a = 
a . * - pe ee oe os 
Dy) rw Pl aS _— . 
a ) Se | Fao - 
; STORE NAME - 
d 
A, 
Jen ee 
a 4 
B, 
ee ee 
a ee 
F | TSE a SEE Se PS EES SESE TE P 
nell on Sei 
- —s , J . . 2 2 oie 
| SSION ee 
ue 
2 
ee eee MEMO )) Zo 
ee iii 
| je\ ; 
Be H “Tm : 3 Hy 77) 165,000 > ger Se 
en Mie | ee eae oe Ry Safeway-New York gail nee 
> | ees e./ Bly gg pee: EEE 8 
‘ ; ; BS : 50,000 mere 
re ~ | a 
Safeway-Californic = f Kroger ee af 
: a snes we omic i am a She. a ae hes 
2 ; ’ : t > sane Pp 
« ; 15,000 ' ee on 4 ; 
| a el ea ie o 
j Conmight by HAGSTPOM CO., N, ¥. NH i OM ema 
3 : Hi ~~ 
? Weingarten Winn & Lovett . 
_ gf 25,000 60,000 | 
' XU 


40 


-PHOTOGRAPHIC 


LINEUP—Officers of the Direct Mail Advertising Assn. pose for a picture at their 
New York meeting. Left to right are Frank Frazier, executive director; Boyce Morgan, 
Boyce Morgan Associates, Washington, American vice-president; L. T. Alexander, 
E. |. du Pont de Nemours, Wilmington, president; Alice Drew, advertising consultant, 
Westport, Conn., secretary; Harry Woodly, Northern Electric Co., Montreal, Cana- 
dian vice-president; and Ellis Bishop, Royal Typewriter Co., New York, treasurer. 


TWENTY YEARS—Lowell Thomas, CBS commentator, holds an antique Chinese bowl, 
circa 1760, presented by William S. Paley, CBS board chairman, as Thomas goes 
on the air for his 20th anniversary broadcast. 


NEW SLATE—New officers of the San Francisco chapter of the American Association 

of Newspaper Representatives are (left to right) William St. Sure, Ward-Griffith Co., 

treasurer; Bob Barron, Moloney, Regan & Schmitt, vice-president; Joseph Chamberlin, 

Fitzpatrick & Chamberlin, president; R. S. Nicholson, West-Holliday Co., board 
member; and Charles Livingston, O'Mara & Ormsbee, secretary. 


Re , 


: 


t 


SPECIAL TESTIMONIAL—A special resolution of congratulations 
was tendered Chain Store Age on its 25th anniversary by trade 
associations at dinner in New York. Left to right are John A. 
Logan, president, National Assn. of Food Chains; Edw. Atkins, 
executive secretary, National Assn. of Shoe Chain Stores; Ward 
Melville, chairman, Institute of Distribution and president of 


REVIEW 
OF THE 


ANIMATED—Timken Silent Automatic di- 
vision of Timken Detroit Axle Co. has 
prepared this nine-color display, which 
features an illuminated base and an 
animated girl who rides the Florida 
waves. Window cards pointing out ad- 
vantages of the equipment are pro- 
vided for use with the display. 


TRADEMARK—This Eskimo puppet will be 
used by Monsanto Chemical.Co. to pro- 
mote its Eskimo line of anti-freezes in 
the New England market. Ads offering 
the toy for 50¢ with a coupon will carry 
coupons for counter-signature by gasoline 
station dealers handling the line. The 
puppet also will be featured in out- 
door posters and TV spots in the area. 


Melville Shoe Corp.; Dr. Paul H. Nystrom, president, Limited 
Price Variety Stores Assn.; Godfrey M. Lebhar, chairman and 
editor-in-chief, Chain Store Age; Arnold D. Friedman, president 
and publisher, Chain Store Age; L. P. Shield, chairman, National 
Assn. of Food Chains, and president of Grand Union Co.; and 
Carl Willingham, National Assn. of Chain Drug Stores, 


Advertising Age, October 16,1950 


NEW YORKER IN ENGLAND—Norman D. Waters (second from left), president of 

Norman D. Waters & Associates, New York, chats with his hosts at a luncheon in 

Leicester, England, during a recent visit to Gee Advertising Ltd., British associate, 

Left to right are Harry Purt, secretary of the Leicester Chamber of Commerce; Mr. 

Waters; D. M. B. Bree, copy chief of the Bree agency; E. V. Gilbert, editor, Lei- 
cester Evening Mail; and Frank Coulson, head of Gee Advertising. 


PACKAGE MAKES TOY—This package, called Roly-Poly, which holds three pairs of 
Tru-Last socks, can be converted into a roll-and-return toy when the socks are 
removed. It’s a fall promotion for J. W. Landenberger Co., Philadelphia. 


FIVE YEAR CONTRACT—Watching Chef Milani sign his new five-year contract with 

National Broadcasting are Don Norman, sales manager of KNBH, Los Angeles; 

Rosina Milani, who participates in the program; and Frank Oxarart, Oxarart & 

Steffner Inc. The program is now being beamed on KNBH, from 11:30 a.m. to 
12 noon, Monday through Friday. 


~ ROCKFORD 
DRAIN TILE- BRICK BLOG. TILE 


B= THLE 


PRODUCT DISPLAY—Rockford Brick & Tile Co., Rockford, la., has constructed this 

solid brick 22x15’ highway sign designed by Niles Hollingsworth, Rockford’s archi 

tectural engineer. A local bricklayer handled the y and a sign company sup 

plied the letters and illustration of Rocky Ford, Rockford’s trademark. A lighting 

system soon to be installed will be operated by a time clock so that lights wil! go 
on at 8 p.m. and off at midnight, 
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California Way 
Is Theme of New 
Wine Campaign 


Los ANGELES, Oct. 11—Search- 
ing for broader vistas of sales po- 
tentials, this month the Wine Ad- 
yisory Board is starting a new ad 
campaign in which California 
wines are hitched to a “California 
Way of Life” theme, it was re- 
vealed to members of the Adver- 
tising Club of Los Angeles by 
Fred H. Fidler, vice-president of 
J. Walter Thompson Co., agency 
for the board. 

The board has been promoting 
wine sales since 1939, with JWT 
as agency, and in that period 
per capita consumption has been 
increased more than 80%. How- 
ever, it is still less than one gal- 
lon, and compares with France’s 
per capita figure of 31 gallons, 
Italy’s 25 gallons, and Spain’s 19 
gallons. 

Over the past 11 years, California 
wines have been presented as the 
complement and flavor-mates of 
good food, and the answer to sim- 
ple yet glamorous entertaining, 
Mr. Fidler recalled. There have 
been variations but the main 
theme has been that “wine serv- 
ing is easy, simple and enjoyable 
even though it lends to dining and 
entertaining the glamor, gra- 
ciousness and sparkle most often 
associated with a great deal of 
fuss and expense.” 


s The new theme is an attempt 
to interest more people in wine, 
bearing in mind that approximate- 
ly 55% of the nation’s families 
are regular or occasional users, but 
less than three out of every ten 
American adults drink 90% of the 
wines sold in the U. S. today. 

The new theme broke in the 
Oct. 9 issue of Life, and will con- 
tinue through the holidays. Two 
and four-color ads will run in 
Cosmopolitan, Life, Look, Redbook, 
Today’s Woman, True Confessions 
and True Story. 

With headlines such as “Nice 
and Easy—Bright and Gay—That’s 
the California Way of Entertain- 
ing,” ads will “picture and des- 
cribe a way of life which, in all 
aspects save climate, can be en- 
joyed in any part of the U. S. in 
terms of its informality, its ease 
and simplicity, its glamor, sparkle 
and good fun, its leisurely atmos- 
phere and freedom from fuss and 
bother.” , 

In following this appeal, the 
Wine Board feels it can capitalize 
quickly on millions of dollars al- 
ready spent to advertise travel, 
= and merchandise, Mr. Fidler 
said. 


8 A similar newspaper campaign 
will run in two waves—1,000 and 
800 lines—in 162 papers, chiefly in 
cities of more than 100,000. In 
addition to the basic campaign, 
special ads will be directed to 
wine connoisseurs to tell them 
about varietal California wines. 
These will run in Gourmet, Holi- 
day, The New Yorker, Sunset and 
Town & Country. 

Now in the works are giant re- 
Productions of the artwork used 
in the ads, for use as window and 
interior backdrops. Kits will be 
prepared to catalog and implement 
tie-in opportunities inherent in the 
California Way theme. In the kit 
will be suggested displays for de- 
partment, furniture and specialty 
shops where the California theme 
18 appropriate. Also available at 
cost will be a booklet of recipes 
and wine serving suggestions. 


Four A’s Adds Quednau 

Henry Quednau Inc., Tampa, 
Fla., has been elected to member- 
Ship in the American Association 
of Advertising Agencies. 


AMA Answers Congressman 
The American Medical Assn. 
has charged Rep. John D. Dingell 
(D., Mich.) with misuse of the 
Congressional Record for unethi- 
cal purposes. The association re- 
ferred to reprints of a speech Rep. 
Dingell made before the House of 
Representatives, in which he at- 
tacked the AMA’s nationwide ad 
campaign, ealling it a “$20,000,000 
smear campaign.” Actually, the 
AMA said, it is spending only 
$1,110,000 on newspaper, magazine 
and radio advertising, and hopes 


that other people supporting the 
campaign will double that amount. 


Name Gilday TV Director 

J. Frank Gilday, formerly Elec- 
tric Auto-Lite account executive 
and business manager of the tele- 
vision department for Cecil & 
Presbrey, New York, has been ap- 
pointed TV director for the agen- 
cy. He replaces George Foley Jr., 
who resigned to become president 
of the newly formed Foley & 
Brockway Co., radio-video man- 
agement company. Leo M. Lang- 
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lois, previously with Campbell-; formerly a partner in a San Jose, 
Ewald Co., will aid Mr. Gilday as| Cal., agency, has joined the agen- 
executive producer. William Pat-| cy’s San Francisco office as copy- 
terson, who recently left a CBS) writer. 


director’s berth to join the agency, 
has been promoted to TV produc- 
? 
aie | MEWS 
TIME SAVER 


tion supervisor. Joseph Lamneck 
is in charge of video production. 


Two Join Beaumont & Hohman 

Harold Dresback, formerly with 
Earle Ludgin & Co., Chicago, has 
been- named a copywriter in the 
Chicago office of Beaumont & 
Hohman. Lawrence V. Bernardini, 
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xX When we print your ad on “self-stik” 
MystTIK, it’s ready to be put up with a touch 
That means more point-of-sale advertising . . . 
less waste. And MystTIk gets the best spots... 
cash registers, counter tops and fronts, store 
doors or right on your product. 


We will print and die-cut MystTIk to give you 
attractive and useful point-of-sale plaques, shelf 
strips, two-way door signs, product identification 
and price labels, can and bottle holder plaques 
and projection displays. 


MYysTIK is just part of CHIcAGo SHow Printing 
Company’s full line of point-of-sale services and 
merchandising aids from a creative art department 
to complete facilities for printing, lithographing 
and distribution. 


FREE—Write for sample and new book, 
“39 Ways to Use MYSTIK.” Also idea book on 
cardboard and other displays of every kind. 


Self-Stik 
Point-of-Sale 
Advertising 
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Drake Begins U. S. Campaign | James D. Woolf Talks... 


A full-page, b&w ad in Time,| 
Oct. 9, started the American pro- 
motion of Drake America Corp., | 
U. S. representative of a group of 
British hosiery manufacturers, 
Smaller space will be carried by 
Time through November. Colman, 
Prentis & Varley, New York agen- 
cy, says that further Drake con- 
sumer campaigns are pending, de- 
pending on shipments from over- 
seas. 


JAMES D. WOOLF 
a 


ADVERTISING CONSULTANT 
IN THE ST. LOUIS AREA FOR 


“The 
RIDGWAY CO. 


Resultful Advertising 


Salesense in Advertising 


Registered 


James D. Woolf, famed copywriter and 
former vice-president of J. Walter 
Thompson Company, is writing this 
monthly series of discussions on tested 
ideas and basic advertising principles. 
While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


about real salesmanship as a coun- 
try carpenter knows about archi- 
tectural engineering. 


s As recently as four years ago, I 
was the part owner of a large 
jewelry and gift shop. My staff 
consisted of one young man and 
three women, two young and one 
middle-aged. They were the best 
I could get, selected with great 
care from a score or more of ex- 
perienced applicants; but it soon 
was clear that they knew practi- 
cally nothing about the art and 
science of salesmanship—and cared 
less. 


successes. 


Low State of Retail Selling 

In another place I wrote recently 
that “over-the-counter” salesman- 
ship is one of America’s greatest 
business myths. I asserted that a 
disgracefully large proportion of 
retail salespersons know how to 
make change and wrap up pack- 


talking through my hat. It is ob- 
vious, they charge, that I have had 
no experience in the retail field. 
When they make that statement 
they are talking through their hats. 
I cut my eyeteeth in business over 
four years as a salesclerk in a 
paint and wallpaper store and then 


I lugged armfuls of textbooks on 
salesmanship to the store, but my 
clerks would not read them. They 
paid no attention at all to manu- 
facturers’ literature. 

Among the hundreds of items 
the store carried, to cite but one 
example, was the Parker “51” pen. 
But not one of my clerks could 
demonstrate it skilfully, explain it 
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ages, and that is about all. 


| in a shoe store. Looking back, I re- | intelligently, and sell it persuasive- 
Outraged critics accuse me of alize now that I knew as much|ly. The pens, however, sold well, 


Have you a one 


Here’s the idea in a nut shell —or 
should we say lamp socket? 


If you think your big new sales 
opportunities — regardless of what 
you advertise and sell — are in fami- 
lies all neatly arranged on your side 
of the tracks, it’s time you took a 
fresh look at magazines and markets. 


There are millions of women who 
prefer one kind of magazine above 
all others—the True CoNFEssIONs 
type magazines. The readers of TRUE 
CONFESSIONS do not read the women’s 
service magazines or the big weeklies 
any more than the readers of these 
magazines read TRUE CONFESSIONS. 
(The Starch Consumer Magazine 
Report shows that only about 5% of 
the readers of the Ladies’ Home 
Journal or the Saturday Evening Post, 
for example, ever see a copy of TRUE 
CONFESSIONS. ) 


Yes, they may be “on the other 
side of the tracks” from you emotion- 
ally and psychologically .. . but today 


oid’ 


rhe 


these families who read the maga- 
zines that maybe you “wouldn’t have 
in your home” make up America’s 
great new buying market. 

Their needs are greatest because 
they are young families. They are 
the families who are rearing the 
most children ... equipping the most 
homes. They need more of every- 
thing than older, settled-down fami- 
lies—and they have more buying 
years ahead. And because wages are 
highest in history, they have the 
money to buy and buy. 

True Conressions will take your 
sales story to 1,500,000 of these young 
families —families you do not reach 
through other types of magazines. 

Why have a one side of the track 
mind about TRUE ConrEssions. Study 
both sides. TruzE Conressions fami- 
lies are just too important for any 
advertiser to neglect. 

Put some of your advertising dol- 
lars to work in True CONFESSIONS 
and sell both sides of the tracks! 


ue . 
onfessions 


A Fawcett Publication + 67 West 44th St., New York 18, N. Y. 


a 


track mind ? 


A Few Advertisers Reaching 
BOTH Sides of the Track 
Through TRUE CONFESSIONS 


Bigelow-Sanford Carpet Company, Inc. 
Bristol-Myers Company 

California Packing Corp. (Del Monte) 
Carnation Company 

Clapp’s Baby Food 
Colgate-Palmolive-Peet Company 
Gerber Products Company 
International Latex Company 
International Silver Company 

The Andrew Jergens Co. 

Johnson & Johnson 

Lever Brothers Company 

The Mennen Co. 

National Biscuit Company 

0-Cedar Corp. 

Pond’s Extract Co. 

Procter & Gamble Company 

E. R. Squibb & Sons 

Star-Kist Tuna 

Swift Baby Meats 
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thanks to the informative and per- 
suasive character of the Parker 
national copy. 


A Frustrating Experience 

Recently I had occasion to buy a 
water heater for my home. It was 
a frustrating experience. At the 
first shop I visited I was waited on 
by a young woman, the only at- 
tendant in the place. She was 
pathetically ignorant on the sub- 
ject of heaters, and together we 
bent our heads over a catalog in 
search of information. No sale. 

I then phoned the gas company, 
and shortly thereafter one of its 
“salesmen,” an ex-GI, called on 
me. He knew next to nothing about 
salesmanship, berating his com- 
petitors in a tactless and offensive 
manner. No sale. 

I then visited another shop and 
was waited on by the proprietor 
in the fortunate absence of his 
clerks during the lunch hour. This 
man not only had a thorough tech- 
nical understanding of his mer- 
chandise, but he knew how to talk 
about it in a persuasive and con- 
vincing manner. I bought. 

Is this experience of mine more 
or less general? If you think not, 
read no further. If you believe it 
is, then it has a bearing on ad- 
vertising that is important to you. 


You Have a Story 

It doesn’t matter what you make 
or sell. Whether your merchandise 
or service is boats, beer, building 
supplies, belting, banking, or a bar 
of candy, you have a STORY to 
tell. There are many good things 
about your merchandise or serv- 
ice you are most anxious to have 
thoroughly understood by the con- 
suming public. How are you going 
to put your story over? Sure, clerk 
education is an absolute must—as 
far as it goes. But are you will- 
ing to entrust the telling of your 
story solely to hundreds of thous- 
ands of store attendants whose 
sales skill, in an enormous number 
of cases, is the mere ability to 
make change and wrap up pack- 
ages? 

You have a wonderful “mouth- 
piece” for telling your story in 
your advertising. Are you using it 
for all it is worth? Are you packing 
it full of information about your 
merchandise or service, or have 
you been content to have your 
copy merely “remind” or “enter- 
tain’’? 


a I have before me a letter from 
the executive editor of the most 
successful trade journal in its field. 
He writes: 

“Speaking of informative copy, 
we have just bought a Ward’s re- 
frigerator, after reading all the 
hoopla about the other lines. The 
reason is that the Ward copy an- 
swered all our questions. Yet we 
also have two other nationally ad- 
vertised appliances and could just 
as well have bought again from 
the dealer who sold them to us. 
But we happened to look over 
Ward’s catalog—and that ended 
our search.” 

The italics in the above quota- 
tion are mine: “The Ward copy an- 
swered all our questions.” 


What's Wrong With 
Information? 

Doesn’t it make sense that ad- 
vertising should answer consum- 
ers’ questions? Not all of them, 
obviously; but the important ones? 
Isn’t that the very essence of ef- 
fective selling—and of good public 
service and public relations? 

A current Crosley car ad fea- 
tures this headline: “New Price 
Reductions on all Crosley Cars!” 
Four new models are illustrated 
and we are told that the prices are 
“$63 to $86 less.” But the prices— 
even approximate ones—are not 
stated. Don’t you agree that what 
a product costs is one of the first 
questions the consumer wants an 
swered? 


And do you think the current 
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NEW AND PLASTIC—John H. Breck Inc., 
Springfield, Mass., is packaging its Breck 
shampoo in this 10-oz. flexible plastic 
bottle, which has a dispenser cap as well 
as a regular cap. The new bottle is be- 
ing specially packaged for the Christmas 


trade. 


Mercury ad, which tells us that 
the car is “Lively as a base stolen!” 
and “Sturdy as the man behind the 
plate!” answers our questions in- 
formatively? 


a I believe devoutly that both re- 
tailers and national advertisers 
should exert themselves to the 
limit in retail clerk education. 

I believe that trade publications 
can be used more intelligently and 
aggressively by advertisers in tell- 


Gent Opens Own Agency 

William P. Gent, formerly with 
McKim Advertising, and Garry J. 
Carter of Canada Ltd., has opened 
his own agency in Toronto. Known 
|} as William Gent Advertising Agen- 
cy, temporary offices are located 
at 30 Bloor St. W. 


W. A. Craick Retires 


W. A. Craick of Toronto, editor 
of Industrial Canada and public 
relations manager of Canadian 
Manufacturers Assn., has retired 
from both positions. 


Ward Adds Two Accounts DuMont Appoints Allen 


Pneumatic Products Mfg. Co.,| Albert C. Allen, formerly associ- 
Elmira, N. Y., air compressors, | ated with Allen B. DuMont Labor- 
and Tom Sawyer Enterprises, El- | atories’ New York distributor, has 


mira, paint brushes, have placed | been named assistant sales mana- | 


their advertising with Taylor M.| ger of the central sales region of 
Ward Inc., Ithaca, N. Y. DuMont’s receiver sales division, 


with headquarters in Chicago. 
To Melvin, Newell & Rector 
Bowman Gum Inc., Philadelphia, Shelton Resigns from WOR 
has appointed Melvin, Newell &| John Shelton, associated with 
Rector, Hollywood public relations Station WOR’s Chicago office for 
concern, to do a special public re- | the past 13 years as account execu- 
lations program for its Bub bubble tive, has resigned. His future plans 
gum. ' will be announced at a later date. 


43 


Great Lakes Names Rickard 


Rickard & Co., New York, has 
been appointed to handle adver- 
tising of the building products 
division, Great Lakes Carbon 
Corp., New York. The account for- 
merly was serviced by Richard 
Fredericks Agency. ‘ 


Evelyn del Barrio Resigns 


Mrs. Evelyn del Barrio has re- 
signed as advertising and sales pro- 
motion director of Neiman-Marcus 
Co., Dallas, effective Oct. 15. No 
| successor has been named. 


ing their dealers how to sell their 
products more effectively and | 
profitably. But in addition, what’s | 
wrong with consumer education | 
through the instrumentality of our 
advertising copy? Isn’t it well to 
remember, too, that retail sales- 
people are also exposed to what we 
say in our consumer advertising? 


Taft-Hartley Act Violated 
in ‘Herald Tribune’ Case 


A trial examiner of the National | 
Labor Relations Board has ruled 
that the Newspaper and Mail De- | 
liverers’ Union of New York and 
vicinity violated the Taft-Hartley | 
Act by attempting to compel the | 
New York Herald Tribune to dis- | 
criminate against non-union em. | 
ployes. 

The examiner, Charles W.| 
Schneider, recommended that the 
union cease and desist from re- 
quiring employment be limited to 
union members. The labor act out- 
laws the closed shop. 


GE Supply Appoints Two 


Charles T. Shropshire has been 
named vice-president of General 
Electric Supply Corp., Bridgeport, 
Conn. Mr. Shropshire, who will 
assume his responsibilities as ad- 
ministrative assistant to the presi- 
dent Nov. 1, had been manager of 
the corporation’s Philadelphia dis- 
trict. Ralph J. Brown, a vice-pres- 
ident, has been appointed mana- 
ger of marketing. 


Ekco Promotes Earl Lewis 


Earl Lewis, advertising manager 
of the bakery division of Ekco 
Products Co., Chicago, has been 
promoted to advertising manager 
of the company. Mr. Lewis will 
assume the duties formerly han- 
dled by Mike Kanter and Curt 
Peterson of ‘the advertising de- 
partment. Mr. Kanter, formerly 
Ekco ad manager, has resigned to 
open his own business. 


Names O’Brien & Dorrance 


O’Brien & Dorrance, New Yirk, 
has been named by Austin-Green, 
New York, cosmetic manufacturer, 
to handle the advertising and pro- 
motion of its new indelible lip- 
Stick to be marketed in a few 
weeks. 


WKRC-FM Names Richter 


Edwin G. Ritcher Jr. has been 
Named a sales representative of 
WKRC-FM, Cincinnati. He was 
formerly a Cincinnati representa- 
tive on the merchandising staff of 
Life and with Frederic W. Ziv Co. 


xford Merchants 


particular job. 


Ir you supe printed selling by results—in terms of 
more sales—you’ll find Oxford Papers a sound selection for 
printing by letterpress, offset, lithography or rotogravure. 


For this there are two reasons... 


1. Each Oxford coated or uncoated grade has a performance 
record which proves how effectively it has been designed for its 


2. The services of your Oxford Paper Merchant bring an added 
advantage when you use these fine papers. This is his first-hand 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17,N. Y. 
MILLS AT RUMFORD, MAINE, AND WEST CARROLLTON, OHIO 


Albany, N. Y. 
Atlanta, Ga. . 
Augusta, Maine . 
Baltimore, Md. . 
Bethlehem, Pa. 
Boise, Idaho 
Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N. C. 


Chattanooga, Tenn. 
Chicago, Ill. 


Cincinnati, Ohio . 


Cleveland, Ohio . 
Columbus, Ohio 
Dayton, Ohio . 


Des Moines, Iowa 
Detroit, Mich. 
Fresno, Calif. . 
Hartford, Conn. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. . 
Knoxville, Tenn. . 
Lincoln, Neb... 
Little Rock, Ark. . 
Long Beach, Calif. 
Los Angeles, Calil. 
Louisville, Ky. 
Lynchburg, Va... 
Manchester, N. fl. 
Memphis, Tenn, 
Miami, Fla. , 
Milwaukee, Wis. . 


aN at Oy 


Minneapolis, Minn. 
Nashville, Tenn. 
Newark, N. J. 

New Haven, Conn. 


New York, N.Y. . 


Oakland, Calif. 
Omaha, Neb. 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine 
Portland, Ore. 
Providence, R. I. 
Richmond, Va._. 
Rochester, N. Y. 
Sacramento, Calif. 


St. Louis, Mo. 
St. Paul, Minn. 


San Bernardino, Calif. 
Salt Lake City, Utah 
San Diego, Calif. . 
San Francisco, Calif. . 
San Jose, Calif. 
Seattle, Wash. 

Sioux City, lowa . 
Spokane, Wash. . 
Springfield, Mass. 


knowledge of paper, and seasoned expe- 
rience with printing problems. 

Get in touch with the nearest one today, 
and see for yourself why Oxford Papers and 
your Oxford Merchant make an ideal com- 
bination. 


Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fla. 

Toledo, Ohio 

Tucson, Ariz. . , 
Washington, D.C. . 
Worcester, Mass. 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Drive, Chicago 1, Ill. 


Nation-wide Service 
Through Oxford Paper Merchants 


: Wilcox- Walter-Furlong Paper Co. 


Allman-Christiansen Paper Co. 


W ileox-Walter-Furlong Paper Co, 


. Shaughnessy-Kniep-Hawe Paper Co. 


.W. H. Smith Paper Corp. 
. Wyant & Sons Paper Co. 
.Carter, Rice & Co. Corp. 

. The Mudge Paper Co. 


.Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
Franklin-Cowan Paper Co. 

. _.Caskie Paper Co., Inc. 
The Charlotte Paper Co. 
.Bond-Sanders Paper Co. 
.Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Whitaker Paper Co. 
.The Johnston Paper Co. 
The Whitaker Paper Co. 
The Cleveland Paper Co, 
Scioto Paper Co, 
.Cincinnati Cordage Co. 
The Whitaker Paper Co. 
.Bermingham & Prosser Co. 
.Chope Stevens Paper Co. 

. Blake, Moffitt & Towne 
.Green & Low Paper Co., Inc. 
-MacCollum Paper Co. 

. .  .Jacksonville Paper Co, 
.Bermingham & Prosser Co. 
.Bermingham & Prosser Co, 
Louisville Paper Co. 

. Western Newspaper Union 
. .Roach Paper Co, 

llake, Moffitt & Towne 

. Blake, Moffitt & Towne 
Louisville Paper Co. 
.Caskie Paper Co., Inc. 

.C. H. Robinson Co. 
Louisville Paper Co. 
Everglades Paper Co. 


Sensenbrenner Paper Co. 
Wilcox-Mosher-Leffholm Co. 
.Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Inc. 
Bulkley, Dunton & Co., Inc. 
. .Baldwin Paper Co., Inc, 
Bulkley, Dunton & Co., Ine. 
Green & Low Paper Co., Inc. 
Miller & Wri fe Paper Co, 
The Whitaker Paper Co, 
.Blake, Moffitt & Towne 

. Western Paper Co. 
Atlantic Paper Co. 


. Blake, Moffitt & Towne 
.General Paper Corp. 
Brubaker mer Co. 

. .C, H, Robinson Co. 

. Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
.Cauthorne Paper Co. 
.Genesee Valley Paper Co, 
. Blake, Moffitt & Towne 


Tobey Fine Papers, Inc. 
.Inter-City Paper Co. 

.Blake, Moffitt & Towne 

. Western Newspaper Union 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 

. Western Newspaper Union 
-Blake, Moffitt & Towne 
Bulkley, Dunton & Co., Inc. 
(Div. of Carter, Rice & Co. Corp.) 
Mill Brand Papers, Inc. 

- Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

: -Tampa Paper Co. 
.Paper Merchants, Inc. 

. Blake, Moffitt & Towne 

. The Mudge Paper Co. 

. . _.C, A. Esty Paper Co. 
(Div. of Carter, Rice & Co. Corp.) 
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For Latest Authentic Information 
Write [OWA FARM & HOME REGISTER 
Des Moines 4, lowa 


Joins Industrial Surveys 


Arden B. Crawford, formerly 
in the sales and merchandising de- 
partment of Nestle Co., has joined 
Industrial Surveys Co., New York, 
in an executive capacity. Before 
joining. Nestle, Mr. Crawford was 
vice-president in charge of the 
supervision of client service work 
for A. C. Nielsen Co. 


Joins ‘American Restaurant’ 

Henry S. Ehle, formerly as- 
sistant editor of Hotel Monthly, 
has been appointed editorial di- 
rector of American Restaurant, 
Chicago. 


Harvester Ups Dierbeck 


J. J. Dierbeck Jr., an industrial 
relations consultant at Internation- 
al Harvester Co., Milwaukee, has 
been named public relations man- 
ager, succeeding Roger Marxsen. 
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Coast Federal’s Resources at $100,000,000 
and Association Runs Ads to Report It 


Los ANGELEs, Oct. 10—Coast 
Federal Savings & Loan Assn. has 
launched a special newspaper, ra- 
dio and television campaign to re- 
port that its resources have gone 
over the $100,000,000 mark. 

In announcing the campaign, 
Joe Crail, president of the organ- 
ization, declared, “Our consistent 
use of heavy advertising cam- 
paigns has, in many respects, been 
instrumental in Coast Federal 
Savings & Loan Assn. reaching the 
$100,000,000 mark in total re- 
sources, making it the largest such 
organization in the nation. 

“Coast Federal has always used 
large newspaper and radio cam- 
paigns, and within the past year 
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é The seven Sections of SRDS make 
a it easy for you to reach just the 
buyers who are important to you: 
(Monthly) Newspaper, Radio, 
Television, Consumer Magazine, 
Business Publication ; 

(Twice a year) ABC Weekly 
Newspaper; (Yearly) 


CONSUMER MARKETS. 


STANDARD. Co 4 oT) 


How do you know you cant 
éet BETTER ACCOUNTS? 


It’s a safe bet that every individual advertising medium is looking for opportunities 
to improve the quality of the accounts it carries—especially if it has developed a 
satisfactory number of advertisers. 

Then it seeks (1) “prestige” accounts . . . accounts whose schedules, year in year 
out, demonstrate their belief in the power of advertising; (2) consistent advertisers, 
not in-and-outers; (3) large users of space whose advertising develops the kind of 
horsepower that helps a medium to deliver. 


These are the Double-A-One prospects your representatives are forever on the trail 
of. But your representatives’ efforts and your investment in promotion and other 
sales aids may be needlessly wasted, if the people who decide whether or not to 
use your medium for these Better Accounts aren’t reminded of its distinctive values, 
when they're deciding. 

There’s one way to be sure: Recap the essential advantage of your medium and your 
medium’s market in Service-Ads near your monthly listing in SRDS and near the 
data listed for your market in SRDS CONSUMER MARKETS. 

Last year, 1,041 individual media ran 7,596 Service-Ads in SRDS to supplement 
their media and market listings with additional information that sells by helping 
buyers buy. 

Write or ask any SRDS office or representative to explain how Service-Ads in SRDS 
and SRDS CONSUMER MARKETS can help you raise the average of the accounts 
you carry. 


4 Points that make SRDS a good, economical media advertising medium. 


SRDS does not just “reach” buyers. Buyers reach for IT. 


In SRDS you do not seek to interest buyers in your media and market information. 
Here, buyers SEEK information about your medium and market. 


SRDS covers no counter display specialists, few retail store advertising people. 
National buyers of space and time are the regular users of SRDS — media buyers, 
advertising managers, account executives — the people most concerned with market 
and media selection. 


In SRDS you need not divert promotion dollars to costly artwork, nor waste space 
on attention-getting devices. Buyers want useful information in these pages, ar- 
ranged in simple, orderly fashion, to help them buy wisely, without wasting time. 


a 


The National Authority sor the Media Buying He so mec 
=. Welter €. Botthof, Publisher. pio a. 
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or so has been equally emphatic 
in its use of television. It is our 
belief that our tremendous growth 
can be traced in many respects to 
our faith in advertising.” 


w Earlier in the year, figures re- 
vealed that in the preceding 12 
months Coast Federal had jumped 
from eighth place to second place 
among all savings and loan organ- 
izations. Coast’s resources are ex- 
ceeded by one savings and loan 
group, in Washington, D. C., but it 
ranks first among federal associ- 
ations. 

No figures are available on 
Coast advertising expenditures, 
but it is known to be the largest 
such advertiser in Southern Cal- 
ifornia. Lee Ringer Advertising, 
Los Angeles, is the agency. 


Pillsbury Mills Selects 
Judges for Bake-Off Contest 


Seven leading food editors have 
been chosen to judge the Pillsbury 
2nd Grand National recipe bake- 
off contest—senior division—at the 
Waldorf-Astoria, Dec. 11. Judging 
for the first time will be: Esther 
Hall, San Francisco Chronicle; 
Grace Hartley, Atlanta Journal: 
Dorothy Sinz, Dallas Times-Her- 
ald; and Dorothy Thompson, Chi- 
cago Herald-American. 

Three two-time judges, who 
helped select the national award 
winners at the first bake-off, are: 
Clementine Paddleford, This Week 
Magazine and the New York Her- 
ald Tribune; Jane Nickerson (as- 
sisted by Ruth Casa-Emellos), 
New York Times, and Myrna 
Johnson, Better Homes & Gardens, 


Publicity Club Elects 


The Publicity Club of Chicago 
has elected Robert B. Johnson, 
sales promotion manager of the 
Merchandise Mart, as president. 
Other officers elected are: Paul 
Jones, National Safety Council, Ist 
vice-president; Mrs. Helen W. 
Gambrill, American Red Cross, 
Chicago ‘chapter, 2nd vice- presi- 
dent; Jim Hanlon, Station WGN, 
3rd "vice-president; Evelyn Nel- 
son, Blackstone Hotel, secretary, 
and Sam L. Austin, Chicago Mer- 
cantile Exchange, treasurer. 


Healy Forms Own Concern 


John Craig Healy has resigned 
as advertising manager of Tupper 
Corp., Farnumsville, Mass. He has 
formed his own business as a 
counselor to “small business” units 
in developing institutional policies, 
merchandising and _ advertising 
plans and programs and the ed- 
itorial aspect of the material for 
their implementation. Mr. Healy 
is located at 79 Old Upton Rd., 
Grafton, Mass. 


Jordan to New PR Post 

Joseph Jordan has been appoint- 
ed director of public relations for 
Italian Airlines (LAI). Previously 
public relations director of Boys’ 
Republic of Italy and American 
Relief for Italy, he will continue 
serving these associations in an 
advisory capacity. 


Dr. Akopiantz to Klemtner 


Dr. Levon A. Akopiantz, New 
York surgeon and consultant, has 
been appointed medical director of 
Paul Klemtner & Co., Newark, 
specializing in ethical "marketing 
and advertising. 


Clark Appoints Goff V. P. 


Dick Goff, account executive, 
has been named vice-president of 
Harold Walter Clark Inc., Denver. 
He succeeds Don Clair. 


USE GOVERNMENT PHOTOGRAPHS 


._ You can profitably use the public 
domain photo reservoir containing 
millions of subjects. Explanatory 
booklet-catalog ‘'Through Govern- 
ment Lenses'’ endorsed by users, 
gov't officials, press, $7.50 (re- 
turnable) on 5 days approval. in- 
cludes magnifier and 672 miniature 
photos available at $4.50 as 8x 10 
reproductions. Users sent approval selections 
searched for specialized needs not cataloged. 
Search costs (higher) based on pictures used. 
Details free. WASHINGTON COMMERCIAL CO. 


a a 1200 Fifteenth St. N.W. Washington 
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INSURED—New for Polaroid Corp. deal- 
ers is this display, which features a 
Lucite panel with red letters, mounted 
on a blonde oak base. There’s an “‘in- 
surance policy” covering the life of the 
bulbs in the flasher unit; if any of the 
bulbs burn out, the company provides 
a new set at no cost. 


Earl Robertson, 64, 
National Ad Manager 
a 

of ‘KC Star,’ Dies 

Kansas City, Mo., Oct. 11—Earl 
E. Robertson, 64, vice-president 
and national advertising manager 
of the Kansas City Star, died here 
yesterday. He had been associated 
with the Star for nearly 50 years, 
and had been national ad manager 
for almost 40 years. He also was 
advertising manager of the Kansas 
City Star-Weekly. 

In addition to his advertising 
duties, Mr. Robertson also was a 
director of the Kansas City Star 
Co., and president of Flambeau 
Paper Co., Park Falls, Wis., which 
is owned by the newspaper. 

During his long career with the 
Star, Mr. Robertson was active in 
Newspaper Advertising Execu- 
tives Assn. affairs, and was one of 
the founders in 1925 of Major 
Market Newspapers Inc., formed 
to promote newspapers in cities 
of 100,000 or more population. He 
was an avid duck hunter and fish- 
erman, and also owned a large 
livestock farm in central Missouri. 


AMY ATKINSON KELLER 


NEw YorK, Oct. 9—Funeral 
services were held Sept. 30 for 
Amy Atkinson Keller, wife and 
business partner of Bob Keller, 
president of Robert S. Keller Inc., 
radio sales promotion representa- 
tive. Mrs. Keller’s death was 
caused by pneumonia following a 
serious operation. 


B. D. IOLA 


New York, Oct. 9—B. Dave Iola, 
49, president of B. D. Iola Co., died 
Oct. 6 at Mt. Sinai Hospital. 

Born in Rochester, N. Y., he was 
graduated from Ohio State Uni- 
versity, and was a Washington 
correspondent for the United Press 
before forming his own adver- 
tising agency here in 1933. 


A. L. MILLER 

New York, Oct. 11—Alvah L. 
Miller, 56, president of H. G. Craig 
& Co., newsprint wholesaler, died 
yesterday at the New Rochelle 
Hospital. He had spent most of his 
business life in the paper business 
and had been president of the 
Craig organization for the past 15 
years. 


DON COATES 

Da.ias, Oct. 9—Don Coates, 60, 
editor and publisher of Insurance 
Graphic, died here yesterday. Be- 
fore establishing the insurance 
Publication in Dallas in 1924, he 
was circulation manager of Insur- 
ance Field, Louisville. 


GEORGE C. RUPS 


CINCINNATI, Oct. 9—George C. 
Rups, 56, assistant general sales 
Manager and promotion manager 
of American Laundry Machinery 
Co. here, collapsed and died of 


” 


. 


while attending a pre-convention 
meeting of the American Institute 
of Laundering in Boston. 

A native of Basel, Switzerland, 
and a graduate of the Wintertur 
Polytechnic Institute, Zurich, Swit- 
zerland, Mr. Rups had been assoc- 
ciated with American Laundry 
Machinery since 1915. 

Nationally known in the laun- 
dry and dry cleaning industry, Mr. 
Rups was a past president of the 
Laundry and Cleaners Assn., serv- 
ing on the board of directors at 


the time of his death. He was also 
a member of the Cincinnati Sales 
Executive Council and the Cincin- 
nati Industrial Advertisers. 


CURTIS B. JOHNSON 
CHARLOTTE, N. C., Oct. 9—Curtis 
B. Johnson, 74, president and pub- 
lisher of the Charlotte Observer 
for 35 years, and former president 
of the Southern Newspaper Pub- 
lishers Assn., died here Oct. 6. 
Mr. Johnson began his newspa- 
per career as advertising manager 


of the Knoxville Sentinel, of which 
he became publisher and principal 
owner 12 years later. He also ac- 
quired interests in the Courier, 
Bristol, Va., and the Chattanooga 
News, but later disposed of them 
and concentrated on the Sentinel. 
He purchased the Charlotte Ob- 
server in 1915, but remained at 
Knoxville until 1924. When he took 
over the Observer it had a circula- 
tion of 12,986, which he built to 
the present 135,000 daily and 145,- 
000 Sunday. 
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James D. Woolf 


Advertising 
Consultant 


Inquiries invited from 
advertisers and agencies 
Santa Fe, N. M. 


@ cerebral hemorrhage Oct. 6 


it takes and makes a better impression 


TICY 


@ Booklets, programs, folders, reports become outstanding examples of your 
skill when you use Ticonderoga Offset. You'll like its press 
performance, its clean, sharp reproduction, its respect for color. And when economy is 


important, remember ... offset or sheet-fed gravure, you get a real run 


International Paper Company, 220 East 42nd Street, New York 17,N. Y. 


INTERNATIONAL 


for printing and converting 


NTERNATIONAL 


DEROGA 


for your money with Ticonderoga Offset. 


PAPERS 


OFFSET 
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Government Steers 
Clear of Ex-OPAers 


WASHINGTON, Oct, 12—In setting 
up its price-wage control organi- 
zation, the administration is de- 
liberately steering clear of people 
who were associated with OPA. 
It’s a matter of public relations: 


By STANLEY E. COHEN, Washington Editor 


The White House feels an OPAer 
would start with two strikes 
against him. 

Dr. Alan Valentine, who is the 
Jimmy Byrnes of the new setup, 
is former president of the Univer- 
sity of Rochester. His background 
includes directorships in many 
companies, including Security 


Trust Co., Rochester, and Bausch 
& Lomb. Politically, he’s a reg- 
istered Republican. 

The pricing organization will be 
armed with statistics to justify 
some kind of a price roll-back— 
though hardly back to June 25. 
President Truman has been say- 
ing that most businesses can af- 
ford to absorb some of the in- 
creased costs which have occurred. 
| To back him up, he has some fresh 
figures from Federal Trade Com- 
mission and Securities Exchange 
Commission. 

They show profits of manufac- 
turing corporations during the sec- 
ond quarter of 1950 were at a 


postwar peak. For 19 of 22 dif- 


ferent industries studied, net in- 
come after taxes was 34% over 
the first quarter of 1950 and 59% 
over the second quarter of 1949. 
Profits after taxes averaged 7.4¢ 
per dollar of sales, compared with 
6.2¢ during the first quarter and 
5.2¢ during the second quarter of 
1949. 
a . ” 

The Federal Communications 
Commission has abandoned its pro- 
posal to require would-be broad- 
casters and telecasters to surrender 
construction permits when they 
are unable to complete stations. 
The plan was supposed to curb 
“trafficking” in licenses. Industry 
members warned that it would 


“In reply to your ad in The Star...” 


N Washington, D. C., a typical day’s 

classified advertising in The Washing- 
ton Star brings the kind of mail response 
you see above. In addition, thousands of 
Washingtonians meet, through Star classi- 
fied ads, by phone or in person. 


Buyers and sellers, employers and appli- 


cants, landlords and tenants, businessmen 


and investors . . . all turn first to The 


Star for classified advertising results. For 
the first 6 months of 1950, Star classified 
advertising (3,711,905 lines) was nearly 


double that of the next Washington paper: 
In reply to your advertising in The Star, 


you can also expect results . . . because 


The Star delivers more 


people with 


purchasing power in this top-quality 


market. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by: O’Mara and Ormsbee, Inc., 420 
Lexington Ave., NYC 17; The John E. Lutz Co., Tribune 


Tower, Chicago 11. Member: 


Bureau of Advertising, 


ANPA, Metropolitan Group, Audit Bureau of Circulation. 


THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL, 


WMAL-FM, 


AND WMAL-TV 
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make investments more risky; 
would keep money out of the busi- 
ness. 

. - 


FCC’s proposal to force TV sta- 
tions to carry programs of more 
than one network eventually will 
be followed by other regulations 
for TV. In TV, for example, FCC 
comes face to face with the motion 
picture industry’s “booking” poli- 
cies. Don’t expect FCC to stand by 
and permit a TV station to become 
involved in any agreement which 
will keep other stations from get- 
ting an equal crack at the best 
films. 

* * 

Mobilization already has sent 
the marriage license indicator up- 
wards. Although July, 1950, re- 
corded a postwar low for mar- 
riages, August, 1950, was the best 
in 10 years, except for 1946 and 
1947. 

* * ® 

The outlook on materials con- 
trols is beginning to clear. Ac- 
cording to National Production Ad- 
ministrator William H. Harrison, 
not much will happen through the 
remainder of 1950. The increasing 
volume of defense orders will re- 
quire allocation of materials about 
Jan, 1, Cutbacks in consumer 
durables can be expected any time 
thereafter. 

* + * 

Home builders are told to plan 
for “not less than 800,000 units and 
not more than 1,000,000 units in 
1951,” according to the National 
Assn. of Home Builders. That’s 
about 25% below this year, and 
compares favorably with the best 
pre-boom years. It is the kind of 
home building that requires a 
substantial quantity of appliances, 
furnishings and other durables. 

However, if the new curbs on 
housing credit, announced Mon- 
day, have the desired effect, hous- 
ing in 1951 will be cut by one- 
third. Federal Reserve Board and 
Housing and Home Agency, in a 
joint statement, said that the new 
restrictions call for sharp increases 
in down payments and a 20-year 
limitation on mortgage maturities. 
The new controls go into effect 
today, and additional credit limi- 
tations covering rental housing and 
commercial and industrial con- 
struction will be placed in opera- 
tion within a few weeks. 

* * 4 

C. M. White, president of Re- 
public Steel, claims that the steel 
industry’s expansion program will 
provide for all military and es- 
sential civilian needs by the end 
of 1952. But the word essential is 
the catch. He says he doesn’t mean 
9,000,000 automobiles; 1,300,000 
homes; 6,600,000 refrigerators or 
other quantities of durables, ala 
1950. Steelmaker White sees no 
reason why consumer goods in- 
dustries should pout. He contends 
4,500,000 to 5,000,000 cars is enough 
anyway. “By essential,’ he says, 
“I mean a volume of civilian goods 
which will take care of real, but 
not abnormal, requirements.” 


Shawd Resigns WJR Post 


Arch Shawd has resigned as 
sales manager of Station WJR, 
Detroit, in order to take an ex- 
tended vacation to hasten his re 
covery from a serious accident. 
The activities of the sales depart- 
ment will now be handled by 
Worth Kramer, vice-president and 
general manager. 


Morris to Ingalls-Miniter 


John J. Morris, formerly with J. 
M. Reilly Co., has been appointed 
account executive of Ingalls-Mini- 
ter Co., Boston. Mr. Morris brings 
with him the accounts of Hyde 
Athletic Shoe Co., Cambridge, 
Mass., and Skycoach Agency, 
Boston. 


McCormick Ups Weiser 

Bernard Weiser, director d@ 
general sales of McCormick & Co, 
Baltimore, for the past four year§ 


has been elected vice-president if 
charge of sales, ! 
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House, neighborhood apparel store in 
Chicago, is using a series of pages once 
a week in the Chicago Sun-Times. The 
ads feature a fashion story in the pa- 
per’s editorial style, using pictures of 
movie stars appearing in local Balaban 
& Katz theaters. Allan J. Copeland is 
the agency. 


John Plain Offers 
Retail Customers 
Order Desk Program 


Cuicaco, Oct. 11—John Plain & 
Co., which distributes gifts and 
housewares to more than 50,000 
independent merchants in towns 
of fewer than 5,000 persons, has 
instituted a promotion plan which 
permits its retailer customers to 
offer a catalog mail order serv- 
ice to consumers. 

The company has specialized in 
middle and upper bracket mer- 
chandise carried in metropolitan 
department stores and nermally 
not available beyond their trad- 
ing areas. As a result, biggest vol- 
ume in most of its 30 merchandise 
groups is concentrated in goods 
at the upper end of the price scale. 

The new dealer order desk plan 
is based on a 630-page catalog 
printed on 50 to 70-lb. enamel 
stock. The catalog is printed, en- 
tirely by offset, and copy in all but 
four forms was composed on type- 
writers. About 10% of the book is 
printed in four colors. 

John Plain has designed the cat- 
alog so that the customer may 
shop from it and the dealer may 
order from it, thus eliminating the 
need for retailers to carry any in- 
ventory. The order desk plan is 
supported with display materials, 
newspaper mats and other sales 
aids, 


PRICES UP 5 TO 10% 
IN ALDENS CATALOG 


Cuicaco, Oct. 11—The 1950 Al- 
dens Christmas catalog is almost 
50% larger than the company’s 
1949 Christmas book and will have 
the largest circulation of any such 
flyer in the past ten years. Prices 
are from 5% to 10% higher than 
they were a year ago. 

Of the 308 pages in the catalog, 
84 are devoted to toys. The 1950 
book also carries a price index, so 
that Christmas shoppers may find 
gift suggestions in selected price 
classes, e.g., under $1; under $5; 
under $10, and over $10. 


Rnauff Joins L&M 


Edward T. Knauff, formerly 
assistant general sales and research 
Manager of F. M. Schaefer 
Brewing Co., has joined Lennen & 
Mitchell, New York, as an ac- 
count executive. Mr. Knauff pre- 
Viously spent 19 years with 
General Outdoor Advertising Co., 
rising to eastern regional director 
of sales. 


TH 


431 8S. Dearborn St., Chicago 5.iMinors 


Parents’ Elects Leininger 

Allison R. Leininger has been 
elected executive vice-president 
of Parents’ Institute, New York. 
He will remain as advertising 
director of all the Institute’s mag- 
azines, including Parents’ and Var- 
sity. 


Appoints Cory Snow Agency 


Gale Hall Engineering Co., Bos- 
ton, manufacturer of Mile-O-Me- 
ter and other auto gauges, has 
placed its advertising with Cory 


NY Agency Changes Setup 
Battistone & Bruce, New York 
agency, has been changed to Bat- 
tistone, Bruce & Doniger, with 
offices at 141 E. 44th St., New 
York. Louis J. Battistone is pres- 
ident, and Paul J. Doniger, vice- 
president and treasurer. Gerald H. 
Bruce, formerly partner of Bat- 
tistone & Bruce, is on leave of 
absence to the armed forces. 


Dictaphone Opens New Drive 
Dictaphone Corp., New York, has 


Snow Inc., Boston. 


started a four-week tie-in cam-| 


paign with the Metro-Goldwyn-; ad Oct. 16, Newsweek, The New 
Mayer film, “To Please A Lady,” | Yorker and The Saturday Evening 


| in which a Dictaphone Time-Mas-| Post are the scheduled magazines, 
| ter plays an important role. Time,| in addition to direct mail and dis- 
which breaks the two column b&w! play promotions. 


8x10 genvine glossy photos 
in quantities 


§'/ ¢ in 500 ond 750 quontities 
2 (1000 and over .06c) 
FOR ALL PURPOSES 
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Sherwin -Villiams ) 
toned down high Printing costs... oe 4 


ee 


by switching to lower cost, high fuldity 
Concolcdated ¥NAMEL PAPERS 


e Even if you’ve never touched a paint brush in 
your life, it would be difficult to go through many 
pages of Sherwin-Williams’ Home Decorator with- 
out feeling the urge to try your hand at a little 
amateur decorating. The magazine’s richly-col- 
orful illustrations and crisp, easy-reading text 
make the invitation to paint so attractive as to 
be almost irresistible. 

Consolidated Enamel Papers are only one of 
many ingredients that combine to create this 
eye-appealing sales effectiveness in The Home 
Decorator. But Consolidated’s contribution is 
doubly important in that it provides the pre- 
mium qualities essential to such fine reproduction 
at a cost that averages 15 to 25% below old style, 
premium-priced enamel papers. 


The single source of these substantial savings is 
a revolutionary enamel papermaking method 
which Consolidated pioneered. By applying the 
streamlined methods of the modern production 
line in papermaking, it eliminates multiple costs 
of other makers. Its end result is paper of high- 
est quality, simultaneously enameled on both 
sides, in a single high-speed operation. 

If you have seen other ads in this series, you 
know that Sherwin-Williams is not alone in bene- 
fiting from this modern economy. Standard Oil 
of Indiana, American Airlines and Firestone are 
a few of the hundreds of leading companies whose 
savings total thousands of dollars a year. If you 
don’t know how they do it, you should—before 
you buy another piece of printing. 

©C.W.P.&P.Co. 


cnAcolcdated ¥.NAMEL PAPERS 


PRODUCTION GLOSS 


MODERN GLOSS 


FLASH GLOSS 


CONSOLIDATED WATER POWER & PAPER COMPANY 


and industrial laminates . Main Offices: Wisconsin Rapids, Wisconsin . Sales Offices: 135 So. LaSalle $t., Chicago 3, Illinois 
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PHOTO- 
MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Illinois 


vee wwe wee = 


1950 er a 
sky; ee. 47 : 
usi« Tos foo Co rove Uke 0 Start _ wwamsen | | Sa 
= ig ——— | ee | 
=. = == 
ee #2 peas | 
Sta- =& peeve 
on i eal ee © 
wil} ==> COATS a LS r 
ions § | Fe | = . — is 
poli- _ a =i ieee | Feo 
d by | [rcarsoconrs SQ ==": 
ome —— _ —s_ | 3 3 
hich == =r F 
get- 4 = [OOS , Done Te eee “Wes. per sub $1.10 2 
ct) a 
sent Se = * 
| Up- Ss Contin utal Centine ntl | 
n - ° . ign 
ball MOVIE TIE-UP—Continental Clothing 
and 
con- ‘ ie i " 
Ac- : ¢ cS 
Ad. . ——_ vu 4 
ison, ; : 6: 
5 ee neeintneeeninismcesesiomee ES 
sing ; ‘ ~ ©” w 
| Te- : = ° 
bout ae y 4 , 
“mer 5 »e , %, 
time Coy eg Bs * >. bh a) ; 
pa eee a £2.77) a , 
S in mi \ : fips 
onal CAS . ‘wv - \ ei atce 
hat’s | 3 oh : : > ee ata plyeete 
d of Tae wee 7 : a tf » ah ys - 
S. - rere - 4 me oo. a if? pel i aes ; : 
S on | ; " i ae Ld - splot nee 
flon- ee “d * a, ~ PS re Pe 
: ‘ “ 9 3 me = -_ sal es oe ae aS ee cis ca a 
one- ; : — ~~ fae tare ~—a ——— RS el 
and 7 BF pea >» be =a pe 
in’ ates. S —_.. — ae 
new | ae 4 | eee nett ee” oe 
ases Go “Sy sah a e 6g —_ ‘ gh 
year Se. rai aie ) Bs a ali Read . : Pane 
ities. q ¥ ee a r F “gZ “ie —s —. ‘ a BIA ide yg a " ye : - 
P fags - P 2 ae 2 on ; : ee 9 “3 , ea a, J ee oe 
imi | SRY” ou = = aa one 
and ie f a —_ 3 i, I | ‘A 1 x 6 <4 Oo “A 4 re : . ; Sy, ae 
con- ge 2 arrow —-* Seni - - ys fe 
era- | ' . a ” “ Sie : : _s ; m *f iy - 
steel « ’ — 
will i ‘ i 4° 
- e8- . j : J 2 oe 
end oboe 1 
al is : 
nean 
oo 
Ss ofr 
. ala 
$ no 
 in- | : 
ends | ra 
ough 
says, 
joods 
_ but | 
| 
| 
i as a, 
NR, . 
J | 3 
a) ee, 
| by 3 : 
_ and ees 
th J eae 
inted (a 2 
[ini- pa 
rings ee 
fo Ss | 
ATT ee = 
st | e---"- 
re | eee 
I ADDRESSING.) MIMEOGRAPHING | a 
E88 
earg ; 
nt if ELETTER SHOP, Inc. 
: 
| 
=e XUM 


48 


Justice Department Hints Further 
Action Against Fixed Service Fees 


WAsHINGTON, Oct. 11—Celebrat- 
ing its successful anti-trust as- 
sault on fixed real estate commis- 
sions, the Department of Justice 
warned that it has ample judicial 
backing for further attacks on sit- 
uations where standardized com- 
missions are charged for personal 
services. 

Acting Assistant Attorney Gen- 
eral William Amory Underhill 
said the government victory in the 
real estate case “makes it clear that 
agreements fixing fees among per- 
sons engaged in rendering serv- 
ices are subject to the same stand- 
ards under the Sherman act as are 
agreements among business men 
fixing prices for the sale of com- 
modities” (AA, May 15). 


ws In the real estate case, industry 
members had contended that the 
Sherman act applies only to con- 
spiracies to fix prices of goods. 
They insisted that professions— 


such as real estate brokerage, and 
other personal services—are not 
regulated. 

The final judgment in the real 
estate case, entered last week, nul- 
lifies the schedule of fees specified 
by the Washington Real Estate 
Board, and cancels provisions of 
the constitution, by-laws and code 
of ethics which allegedly gave the 
board power to control commis- 
sions. 


a The judgment also prohibits 
the board from making any sug- 
gestion, recommendation or giving 
any advice whatsoever regarding 
rates of commissions to be charged 
by real estate brokers. In addition, 
it prohibits any member of the 
Real Estate Board from agreeing 
or having any understanding with 
any other real estate broker to fix 
realty commission rates. 

“Under the final judgment 
just entered, these rates will now 


be determined by competition, and 
should result in lower rates,” Mr. 
Underhill said. 


Express Lowers Book Rates 


Railway Express Agency has 
announced reduced rates, effective 
Oct. 20, on printed and embossed 
books shipped from 12 originating 
points. Based on one-half the first 
class rate, the new rates carry a 
minimum charge of $1.50 per - 
ment and each package must 
valued as not exceeding $10. Or- 
igination points for the reduced 
rate are: Chicago; Crawfordsville, 
Ind.; Hammond, Ind.; Boston; 
Springfield, Mo.; Buffalo, N. Y.; 
New York; Rochester; Philadel- 
phia; Kingsport, Tenn.; San An- 
tonio, and Neenah-Menasha, Wis. 
The new rates do not apply to in+ 
trastate shipments within Tennes- 
see and Texas. 


Stern's Names Hutins V. P. 


Steven N. Hutins, formerly 
printing plant consultant to Miehle 
Printing Press & Mfg. Co., has 
been named vice-president in 
charge of offset operations of Max 
Stern’s Sons Co., Chicago printer. 


Canadian Dailies 
Showing Strong 
Gains: Ronalds 


MonTREAL, Oct. 10—The News- 
paper Advertising Managers Assn. 
of Eastern Canada, which con- 
cluded its sessions here Saturday, 
heard that Can- 
adian newspapers 
had fared rela- 
tively better than 
their U. S. coun- 
terparts, and that 
newspaper  ad- 
vertising has vir- 
tually doubled in 
Canada since 
1939. 

Russell C. Ron- 
alds, president of 
Ronalds Adver- 
tising Agency Ltd., reminded the 
dailies of their size: “You are also 


We're in the middle. 
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der - General Delivery 
Route Coverage . . . 


iling Service . . . 
Cost Distribution 


..- Here’s the quick, sure way to hit every city, town and farm home in Indiana. 
Cities and towns such as Cincinnati, Dayton and other market areas too. 


. . - Send your list for membership or subscription publications—or selective 
market list for special products or services. 


Plus Printing for Fast Mailings 
Anywhere in the U.S.A. 


Cornelius is centrally located to give speediest possible distribution service, to 
get your message anywhere—fast! You can turn any printing or mailing job 
over to Cornelius and forget it. Composition, assembly, printing, addressing, 
binding and mailing are handled in one big, modern plant. 


. . - The difficulty and expense of keeping up with ever-changing addresses is 
eliminated. Your message is delivered to the mailbox by the carrier—in any or 


every county in the entire U.S. 


labor, confusion you can save by h 


economical source. 


PLANTS AT 


. .» Name your job, Cornelius can handle it all, or any part of it. Complete, 
and completely modern, offset and letterpress equipment. 


. +» Many leading advertisers use Cornelius service. Find out how much time, 


aving your mailings handled through this 


CORNELIUS PRINTING COMPANY 


PHONE 


2457 E. Washington St. - Franklin 4517 - Indianapolis, Indiana 


INDIANAPOLIS AND SILVER SPRING, 


.to keep you out of'a muddle! 


MARYLAND 
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big business...daily circulation 
of more than 1,250,000 with a com- 
bined line rate of $3.87...One 
page...in your 33 dailies... 
would cost approximately $7,740, 
Your total revenue is about $45,. 
000,000 per annum, of which near- 
ly 70% comes from sales of ad- 
vertising space.” 

Canadian dailies have both 
increased linage (CDNA member 
papers’ 1949 linage was up 103% 
over 1939, and 1950 also is show- 
ing a gain) and showed a per- 
centage gain in dollars (where 
dailies carried 43.3% of advertis- 
ers’ dollars in 1946, they carried 
50.4% in the first half of 1950.) 


ws Mr. Ronalds had two sugges- 
tions for newspapers: first, that 
they examine carefully the prob- 
lems raised by carrying too many 
features, comics and syndicated 
articles on busy days (“how far 
should a daily paper go in emulat- 
ing a monthly magazine?”); and, 
second, that the advertising man- 
agers study the problem of mer- 
chandising requests, and keep on 
file a statement of what their pa- 
pers are prepared to do for so 
much linage plus a fee. 

“Do you offer your agencies or 
your advertisers or your prospects 
any concrete sales, merchandising 
or advertising helps that you have 
discovered really work in your 
locality from previous tests?” he 
asked. 

Howard S. Mark, advertising 
manager of Robert Simpson Co.,, 
Toronto department store, warned 
the admen that circulations cut 
two ways. In Toronto, he said, 
evening newspapers have raised 
their city circulations since 1939 
to 317,000 from 235,000. In the area 
“are only 220,000 homes, apart- 
ments and duplexes.” 


s During the 10-year period, the 
minimum retail rate rose from 
32.5¢ a line to 54¢ a line, and de- 
partment stores, Mr. Mark said, 
must choose between boosting 
their percentage of sales cost or 
cutting their advertising volume. 

“Don’t aim for a tremendously 
high circulation which your ad- 
vertising department must sell at 
a correspondingly high rate,” he 
advised. 

Mr. Mark gave the Bureau of 
Advertising a big hand, advocat- 
ing use of the weekly retail memo, 
the continuing study, and other 
bureau data. He urged the admen 
to circulate monthly breakdowns 
of city and retail trading zone cir- 
culation figures to department 
stores; to supply admen in depart- 
ment stores with interim state- 
ments as soon as they are avail- 
able; to show department stores 
promptly any information on read- 
ership. 


a New officers elected were: 

St. Clair McCabe, Thomson 
Dailies, president; J. C. Anderson, 
Kitchener-Waterloo Record, Kit- 
chener, Ont., lst vice-president; 
Alfred Morrisette, Le Soliel, Que- 
bec, 2nd vice-president; Jack Rols- 
ton, Telegraph-Journal & Evening 
Times-Globe, St. John, N. B., sec- 
retary -treasurer. 


TV Net Sponsor List Added 


Executives’ Radio Service, 
Larchmont, N. Y., publisher of 
Factuary and Television Bulletin, 
has added network sponsor listings 
for radio and television in _ its 
pocket-size Factuary. The new sec- 
tion, complementing regular pro- 
gram, agency and network data, 
will include sponsors’ names and 
addresses, program names and 
agencies handling each of the 
shows. 


Philco Names Lindstrom 


Clarence E. Lindstrom, who has 
been with Philco Corp. for 18 
years, most recently as man- 
ager of distributor operations, has 
been appointed western sales man- 
ager of the company with head- 
quarters in San Francisco. He will 
replace Cliff S. Bettinger, retired. 
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Neighborhood Food 


Buying Analyzed in 
Cleveland Market 


Cuicaco, Oct. 10—Some new and 
significant data on neighborhood 
shopping centers was given food 
advertisers and chain store execu- 
tives at a luncheon here yesterday 
by E. B. Daniels, vice-president in 
charge of sales of Criterion Serv- 
ice Inc., New York. The informa- 
tion was based on a recent study 
of Cleveland. 

Mr. Daniels said that there are 
28,000 urban neighborhood shop- 
ping centers in the U. S., serving 
25,000,000 customers a day. 

Cleveland was selected as a typi- 
cal urban market. It is one of the 
ten major markets of the country, 
has a population of 1,150,000 and 
annual retail sales of $1.3 billion. 


a Cleveland has 2,248 retail gro- 
cery outlets. There are 355 neigh- 
borhood shopping centers which do 
98% of the retail grocery business, 
85% of the drug business, 80% of 
the confectionery and ice cream 
busiz. ss, 70% of the soft drink 
business and 70% of the cigaret 
business. 

However, an analysis of the bus- 
iness done in these centers, Mr. 
Daniels said, revealed that 135 of 
the neighborhood shopping centers 
do 76% of the grocery business 
in 537 retail stores, including 68 
chain store supermarkets, 19 in- 
dependent supermarkets and 450 
high volume independent and 
chain stores. 

This figure checks with A. C. 
Nielsen data, he pointed out, since 
Nielsen reports that nationally 
24% of the retail grocery outlets 
account for 72% of the total sales. 


a “If you are one of the steadily 
growing number of manufacturers 
who are finding it more and more 
necessary to bypass the less prof- 
itable outlets and concentrate your 
selling efforts and merchandising 
efforts on the A and B, or A, B 
and C outlets,” said Mr. Daniels, 
“then here is a graphic control 
guide which will help you to avoid 
shallow and costly areas to serv- 
ice.” 

The distribution of the 135 ma- 
jor neighborhood shopping centers 
in Cleveland, Mr. Daniels said, 
is predominantly in the middle- 
class sections and likewise in areas 
of moderate population density. 

“Self-service has revolutionized 
shopping habits,” he continued. 
“Today’s shopper is doing more and 
more impulse buying. The old- 
fashioned shopping list has about 
disappeared. Loyalty to a given 
brand doesn’t seem to stick as long 
as it used to. Switching is at an 
all-time high. In the grocery field, 
40% of the shoppers were brand- 
switchers. Today, with high prices, 
we’re told that 65% are brand- 
switchers.” 

Mr. Daniels emphasized the de- 
sire of retailers for advertising 
with local impact, and urged man- 
ufacturers using Criterion posters 
in neighborhood shopping centers 
to picture their products in use, 
to register positive product identi- 
fication, and to ask the shopper 
to buy it now. 


Power Agency Names English 


Lee English, formerly with 
Walker & Downing, has been ap- 
pointed an account executive of 
Edward -M. Power Co., Pittsburgh. 
On Oct. 15, the Power agency will 
move from the Granite Bldg. to 
larger quarters in the Bessemer 
Bldg., Pittsburgh. 


Kies Write for booklet nck 


38 PARK PLACE, WEWARK 2.87 


135= 767+ 


$37 TOTAL 
68 K,A,F SUPERS 
19 IND. SUPERS 
450 HI-VOL IND.andC 


HOW THEY BUY—This chart by Criterion Service shows the location of the 135 

neighborhood shopping centers in Cleveland where 537 food stores account for 

more than 76% of the total Cleveland grocery sales. Of these stores, 68 are 

Kroger, A&P and Fisher supermarkets; 19 are independent supermarkets, and 450 
are high-volume independent and chain stores. 


Buys Harmon Color Works 

B. F. Goodrich Co., through B. 
F. Goodrich Chemical Co., a divi- 
sion, has purchased from Ameri- 
can Home Products Co. its sub- 
sidiary, Harmon Color Works Inc., 
Kearny and Haledon, N. J., man- 
ufacturer of organic color pigments 
and dyes. Harmon Color Works 
will continue under its present 
management as a subsidiary of B. 
F. Goodrich Co. 


WHBF, WHBF-TV Move Oftices 

Offices and studios of WHBF 
and WHBF-TV, Rock Island, IIL, 
have been moved to the Telco 
Bldg., 3rd Ave. and 18th St. 


| 
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Henri, Hurst Names Two 


Henri, Hurst & McDonald, Chi- 
cago, has named Mary Poloson ra- 
dio and television time buyer. Re- 
placing Miss Poloson as assistant 
time buyer is Laura Eggleston, for- 
merly assistant to the vice-presi- 
dent in charge of station relations, 
C. E. Hooper Inc., New York. 


Tobin Appoints Humphrey 

Mary E. Humphrey has been ap- 
pointed assistant advertising man- 
ager of the Albany division of 
Tobin Packing Co., Albany, N. Y. 
She was formerly advertising 
manager of Beverwyck Breweries, 
Albany. 


The DIRECT SELLING LEGION + 50,000 STRONG! 


: afeates? Singi2 0 BP eEs ACE Pa: 3 
MULTI-BILLION-DOLLAR MARKET « Founded und Sponsored by 


SPECIALTY SALESMAN MAGAZINE 


RAL OF - 307 veh ? } a 


A McGRAW-HILL PUBLICATION 


buying power in the world... 


put POWER behind your sales campaign. 
Most advertisers know POWER has served the leaders 
in this field since 1882 and is their recognized authority. 


PUMPS AND COMPRESSORS 


The dollar (and page) volume of pump, compressor 
and related accessories advertising in POWER 

is exceeded only by that volume in three publications 
covering two major vertical fields: 

petroleum and chemical. So, when you want to reach 
the key buying influences for these products 

in all industry. ..in manufacturing plants, utilities 
and service industries ... and when you want to tap 
the richest concentration of power-goods 
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U.S. Must Step 
Up Production, 


Lazarus Asserts 


Tells Ohio Meeting 
How Economic System 
May Be Protected 


CoLumsBus, Oct. 9—‘“Unless our 
production is increased most effec- 
tively under our own economic 
system, and unless this system be 
sound and expanding, we will not 
long survive,” Fred Lazarus Jr., 
president of Federated Depart- 
ment Stores, told the Ohio State 
University Advertising and Sales 
Promotion Conference last Friday. 

Speaking at the executive 
luncheon, Mr. Lazarus, who is a 
member of the Committee for 
Economic Development, listed four 
objectives which Americans must 
attain. 


@ The four goals, which are sug- 
gested by the CED, are: 

1. Carry out a definite but 
thorough military program. 

2. Strengthen the capacity of the 
U. S. economy to meet whatever 
demands the future may put upon 
it. 

3. Avoid inflation, which would 
impede the present program, 
weaken our future capacity and in- 
jure the American people. 

4. Preserve our freedom as a 
basis of our strength and the ob- 
ject of our efforts. 

In order to achieve these ob- 
jectives, Mr. Lazarus strongly 
recommended the imposition of 
indirect, rather than direct, con- 
trols. 


# Of importance, he said, are the 
following recommendations: 

1. Curtail government non-mil- 
itary expenditures to the max- 
imum possible extent and achieve 
the greatest possible efficiency and 
coordination in military procure- 
ment. : 

2. Conduct a savings program 
that will bring home to the Amer- 


. ican people their opportunity to 


support the military effort by sen- 
sible management of their private 
finances. 

3. Take advantage of the con- 
tinuing large maturities of federal 
debt to sell more bonds outside 
the banking system and reduce the 
supply of money. 

4. Restrict credit to curtail the 
demands that are mainly financed 
by credit expansion—notably the 
demands for consumers’ durable 
goods, for housing, and for busi- 
ness plant, equipment and_ in- 
ventories. 

5. Raise taxes, so that as the 
military program absorbs produc- 


TEST 


Metropolitan 


for 
PEANUTS 


Send or call for the complete bulletin 
“Metropolitan New York Test Market #1" 


Study the facts and you will find you can 
test a typical segment of Metropolitan 
New York, by testing BAYONNE, for 
only 8 cents a line . . . just peanuts com- 
pared with any other media giving the 
complete, concentrated coverage of 


THE BAYONNE TIMES 


“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave.,W.Y. © 4358. Michigan Ave., Chicage 


tion, taxes will withdraw income 
from private hands. 


s Ralf Brent, sales manager of 
Station WBBM, Chicago, told the 
conference that, in his opinion, 
“radio and TV do not necessarily 
have to be ruinously competitive.” 
Just as magazine and newspaper 
revenues have increased since the 
advent of radio, he said, revenue 
of all media may increase even 
though television expands. 

“These added advertising invest- 
ments were absorbed completely 
by added income,” he said. “The 
same can happen with TV. It can 
create new markets; it can fortify 
present markets through product 
demonstration in the home; it can 
stand on its own feet eventually 
and pay its own way out of new 
income derived from new de- 
mand.” 


aJohn Goodwillie, director of 
advertising and public relations, 
Alexander Smith & Sons Carpet 
Co., told the Ohio State confer- 


ence that he had only one justi- 
fication for telling agency people 
what to do about advertising- 
management relations, and “that is 
the company I work for has had 
only one agency since it started 
consumer advertising back in 1928. 
For 22 years now, its one and only 
agency has been Anderson, Davis 
& Platte.” 

“The greatest single threat to an 
account executive’s relationship 
with his client,” Mr. Goodwillie 
said, comes “when the account ex- 
ecutive’s objectives change from 
selling his product to selling his 
client. The account executive then 
changes his status from an honest 
advertising man to a dishonest 
messenger boy. 


a “When this happens to the agen- 
cy man, the result is the loss of an 
effective member of the agency 
team. Worse than that, it is an un- 
known loss. Looking at it in the 
most hard-boiled light, it might 
even be said that from the agen- 
cy’s point of view, it would be 


better if the man himself had been 
run over by a cab and killed on the 
spot. At least the hole he left 
would be perfectly apparent, and 
another man would be found to 
replace him. But when the man 
sells out, too often the loss goes 
undetected. The agency thinks it 
has an advertising man in that 
spot; instead it actually has mere- 
ly a messenger boy. 

“Ideally, an advertising agency, 
and particularly the small adver- 
tising agency, will protect its 
best interests,’”’ Mr. Goodwillie said, 
“if its billing is properly balanced. 
Its billing should be so well bal- 
anced that the loss of an account 
will not throw a single individual 
out into the street looking for a 
job. When its income is thus ar- 
ranged, the element of fear hasn’t 
a chance to start its corroding pro- 
cess. And when fear is ruled out, 
so is the yes-man. 


a “The greatest single asset that 
can bless an account executive’s re- 
lations with his client is his ability 
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to understand his client’s problems, 
The best copywriter I ever knew 
was four parts copywriter and one 
part art director, and the best art 
director I ever knew was four 
parts art director and one part 
copywriter. . . 

“I believe the ingredients of an 
ideal advertising-management re- 
lationship could be said to require 
the same prescription of ingre- 
dients. That is, the ideal adver- 
tiser should be four parts man- 
agement and one part agency, and 
the ideal agency should be four 
parts agency and one part man- 
agement. 

“Such a prescription adds up 
to the greatest single asset any 
agency man can enjoy because, 
first and foremost, the’ resultant 
product will always be better ad- 
vertising. The fusion of manage- 
ment’s knowledge of its production 
and marketing problems on the one 
hand, with the agency’s creative 
and marketing skill on the other, 
is bound to produce better plan- 
ning, better creative work, better 


! 


The Big Lilt... 


When a factory worker draws a fatter paycheck 
.-.or a businessman makes a larger profit...or a 
farmer gets a higher price for his crop ... they don’t 
start spending in New York, Chicago, or Miami. 

Local grocers, drug and department stores first 
feel the lift in income. Doctors, dentists and banks 
are paid off. Some of the extra money goes for 
movies, cowboy outfits and costume jewelry. 

Then the spending spills over into furniture 
and appliances, new cars, and travel. e 

Remodeled and expanded homes, factories and 
offices bring business to building material and 
machinery suppliers, to typewriter and office 
appliance salesmen, to contractors and plumbers, 
architects, decorators, to landscape gardeners, 
golf pros and psychiatrists. New subdivisions, 
streets and public buildings follow. 

Nine-tenths of the lifted spending is local! If 
you don’t do business in the locality, you don’t 
get business there! 


Factory wages in August averaged over $60 
per week—260% above 1940. Payrolls in most 
fields have more than doubled in a decade. 

Farm income moved up every year from 1940, 
peaked in 1948, has receded only slightly. The top 
quarter of U.S. farmers averaged $15,340 in 1949; 


the U.S. farm average was $5,390. 
Little of this vastly expanded small town and 


a 1 


a 


~~ 


Private Citizens, Pustic SERVANTS... 
Norfolk, Nebraska, businessmen on city 
council brought better methods to city hall. 
“Main Street & City Hall,” by N. Kuhne. 


Larcest Lanporp .. . Of the nearly 
2 billion acres in the US, the gov’t owns 
almost 4 ... mostly ruled by Interior, 
leaning to state socialism. See “Seed Beds 
of Socialism No. 2,” by Junius B. Wood. 


Larceny A LA Carte... An Indiana 


banker cashed $200,000 of bad checks “‘to 
be a good fellow”; but under FDIC banks 
rarely go broke... “Bank Failures Take a 
Holiday,” by Greer Williams. 

Sky anp Eartu... An old geology 
prof found a pathway to the young pilot’s 
mind . . . Read the story ““Transition’’ by 
William Martin. 

Anp a Dozen Ortuer fine features 
for the businessman in the October issue. 
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follow-through. In short, better 
adver ‘ising. 

“Ail of which leads us to the 
conclusion,” Mr. Goodwillie said, 
“hat the happy and _ successful 
manazement-agency relationship 
exists when the agency is staffed 
py people who have ability to act 
not only in their own field, but 
also the experience to understand 
the problems facing the client’s 
management. The same is true 
on the management side, if the 
relationship is to be a human one. 
Like any other human relation- 
ship, it will work best with a give 
and take attitude on both sides.” 


a Russell A. Brown, vice-president 
in charge of sales promotion for 
Allied Stores, New York, said 
there are five major elements that 
affect sales in department stores. 
He listed them as floor space, mer- 
chandise, services, people and pro- 
motion. 

“Practically anything that per- 
tains to these elements affects cus- 
tomer relations,” he said. “That’s 


the department store sales mana- 
ger’s field and his responsibility. 
He must know his market and 
intensify his contacts with his 
market; he must not only get 
traffic, but he must serve traffic; 
he must plan, lead, inspire and 
coordinate all factors affecting the 
consumer.” 


sw One of the most outspoken ad- 
dresses was presented by T. J. 
Twentyman, advertising director 
of Metropolitan Clothing Co., Day- 
ton, O., who blasted the lack of 
“sufficient cultivation of white 
space in newspaper advertise- 
ments.” 

“When we pick up our news- 
papers, eager for their day-by-day 
drama, their magnificent coverage 
of news, local, national and world- 
wide, we must pass by much so- 
called advertising which in (many 
instances) its blackness, its lack 
of everything harmonious in copy, 
layout, type selection and contrast, 
is an insult to the intelligence of 


our people,” he said. 


OVER THE TEA CUPS—At the fifth annual convention of the Tea Assn. of the U. S. A. 

at White Sulphur Springs, Herbert C. Claridge (left), president of Salada Tea Co.; 

Robert B. Smallwood, president of Thomas J. Lipton Inc.; John M. Hancock, partner 

of Lehman Bros. and chairman of Lever Bros., and Anthony Tasker, organizing 

director, International Tea Market Expansion Board, London, discuss the future of 

tea in the U. S. Mr. Claridge is the new president of the Tea Assn., succeeding Mr. 
Smallwood. 


He took newspaper advertisers; mind and let your advertising 
to task for poorly prepared ads| breathe with spirit and enthusi- 
and added that they should “culti- | asm.” : 
vate that space with heart and Dr. D. B. Lucas, chairman of 


farm income finds its way to State Street or Fifth 
Avenue. The big lift in business is on Main Street! 
Today towns of 25,000 population and under 


. do 40% of the country’s manufacturing, and 30% 
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of total U.S. business of $350 billion—around 
$100 billion, not small change in any market! 

Decentralization of industry, branch plants, 
new factories and housing for workers, brings to 
small towns billions in new construction and in 
permanent payrolls. 

Today the small town automobile dealership 
is big business. Ditto for farm machinery, major 
appliance, building materials. 

In many states, small town business exceeds 
big city totals. Even in urbanized states such as 
California, New Jersey, Pennsylvania or Michigan, 
small towns do over 25% of the state total. 


No matter what your business is, no small 
part of your prospects and potential is in small town 
business—and in Nation’s Business readership! 

Is Nation’s Business primarily a medium of 
small town business? Not at all! 

Nation’s Business is bought and read by more 


business men than any other business magazine. 
Its circulation now exceeds 700,000 copies. Its 
readers pay $15 in advance for the three-year 
subscription. (With the highest renewal rate of 
any general business publication, incidentally!) 

It goes to more men in big business, and in big 
cities, than any other business magazine—has more 
than adequate representation among the executives 
of virtually every big company you can name. 

And in addition, has some 250,000 subscribers 
among small business men, in small towns—a 
premium market that makes Nation’s Business 
the first medium to business by all odds! 
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As a monthly, Nation’s Business lives longer, 
gets more careful and leisurely reading. 

And the big unit makes the cost low—only 
$3,300 a page . . . little more than general media! 
If you aren’t in Nation’s Business, you’re missing 
a big market—and a choice buy. 

Why not learn more about this medium and its 
market? Call the nearest Nation’s Business office. 
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NATION'S BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, 
SAN FRANCISCO, LOS ANGELES, SEATTLE AND DALLAS 
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the department of marketing, New 
York University, made a strong 
plea for use of the opinion method 
in copy testing. “The opinion test,” 
he said, “is so simple, so cheap, so 
quick and so flexible that we 
should use it in all advertising 
problems—especially for those of 
the local advertiser or of the na- 
tional advertiser aiming for im- 
mediate sales.” 

“My appeal,” he continued, “is 
to use the opinion test with dis- 
crimination and only for those 
functions of advertising which the 
consumer can possibly be expected 
to understand and represent ac- 
curately—asking him to speak for 
himself and not as an expert.” 

He also cited the Gallup “Im- 
pact” technique as “a promising 
step in directions which provide 
new psychological evidence... It 
will reduce the danger of empha- 
sis on mere attention or reading 
and will keep our thinking one 
or two and sometimes three steps 
closer to the sale. That is about 
as far as we know how to go now 
in measuring the success of ad- 
vertising designed for cumulative, 
long-time effect.” 


Nettleton Appoints Baldwin 
Ad, Sales Promotion Manager 


Ernest Palmer Baldwin has 
been appointed advertising and 
sales promotion 
manager of A. E. 
Nettleton Co.,, 
Syracuse, N. Y., 
manufacturer of 
men’s shoes. 

Mr. Baldwin 
was formerly in 
charge of adver- 
tising and sales 
promotion for 
Modern Home 
Service Corp., 
New York. At 
one time, he was 
a principal of the Baldwin-Ur- 
quhart Advertising Agency, Ni- 
agara Falls. 


E. P. Baldwin 


Gets Taylorcraft Account 


Public Relations Research Serv- 
ice, Pittsburgh, has been named 
to handle the public relations and 
advertising of Taylorcraft Inc., 
Conway, Pa., manufacturer of 
light commercial and _ private 
planes and supplier of planes and 
plane parts for the various armed 
forces. Newspapers and trade pub- 
lications will be used. 


WTMJ-TV Increases Hours 


WTMJ-TV, Milwaukee Journal 
television station, has increased its 
number of hours of broadcasting 
from 54 to 80 a week. According to 
Walter J. Damm, general manager 
of radio for the Journal, there are 
145,557 television sets in WTMJ- 
TV’s listening area, a gain of 15,- 
000 sets over August. 


Two Name Robotham Agency 


Edward W. Robotham & Co., 
Hartford, Conn., has been named 
advertising counsel for Baird Ma- 
chine Co., Bridgeport, Conn., man- 
ufacturer of special high produc- 
tion machinery, and Eagle Lock 
Co., Terryville, Conn., manufac- 
turer of locks. 


ONE 
NEWSPAPER 


Delivers the Cream of the 


NEGRO MARKET 


The Negro market is huge! Negroes 
spend $10 billion every year on prod- 
ucts you sell. And one medium deliv- 
ers the cream of this vast and loyal 
market—1,500,000 of the wealthiest and 
most influential Negroes in America. 
Whatever you sell, you can sell it to 
Negroes better in the new Courier. 
Always a leader, always expanding— 
the Courier’s new addition of popular 
4 color comics and exciting magazine 
section makes it America’s most com- 
plete weekly newspaper! The Courier 
offers you a large and responsive mar- 
ket at minimum cost and maximum 
return. For full details on the new 
Courier, the newspaper that sells more 
Negroes more, write: 


INTERSTATE UNITED NEWSPAPERS 
545 Fifth Avenue, New York 
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Tormey to Avery-Knodel; 
Kroeck Joins Petry 

A couple of weeks ago John J. 
Tormey left Edward Petry & Co., 
New York, radio station represent- 
ative, to join Avery-Knodel, New 
York, radio station representative, 
as an account executive. 

A few days later Petry Co. an- 
nounced the addition of Louis F. 


years, to its New York AM sales 
staff. 


Names Hoefer, Dieterich 
Hoefer, Dieterich & Brown, San 
Francisco, has been named adver- 
tising representative of Crystal 
Cream & Butter Co., Sacramento, 
effective Nov. 1. Newspapers, ra- 
dio, transit and outdoor painted 


Kroeck, who had held a similar| bulletins will be used in the Sac- 
post at Avery-Knodel for five | 


ramento Valley. 


ADVERTISING PROFESSION 
_ Sales Portfolios + Advertising Specialties 
__Die-Cutting + Mounting + Paper Lining, etc 
@ SERVICE BINDERY CO., INC. ail 
_ and subsidiary _ ak R (ae 
SERVICE MOUNTING & FINISHING CO 
Plant— 224) South Wabash Avenues? hi 
New Phone—CAlumet 5-3224 


Hadacol's LeBlanc Tells Details of 
His Success Story to Dallas Admen 


DALLas, Oct. 10—Louisiana State 
Senator Dudley LeBlanc told the 
Dallas Advertising League Oct. 6 
how he had parlayed $2,500 in 
borrowed capital 
into the Hadacol 
Co. with $7,000,- 
000 in assets in 
less than two and 
a half years. 

At the same 
time, he revealed 
that he has just 
turned down 
$10,000,000 cash 
offered for his 
Hadacol business, 
plus a $250,000- 
a-year personal contract for 10 
years. 

Senator LeBlanc was presented 
to his Dallas audience by Tom Mc- 


Dudley LeBlanc 


Hale, Ad League president, as “the 
outstanding example in the coun- 
try today of the power of adver- 
tising.” 

The Louisiana political and busi- 
ness figure pointed up his own 
success story by urging that the 
South use the same methods of 
advertising and promotion to sell 
itself to industry. 


ws He announced an offer of $10,- 
000 as first contribution to get an 
advertise-the-South campaign roll- 
ing nationally, with funds to be 
appropriated by southern state 
legislatures plus contributions of 
private corporations. 

Senator LeBlanc reported that 
sales of his vitamin and mineral 
formula are now running almost 
$1,000,000 a week; his total ship- 


WKY OKLAHOMA CITY 


Represented by THE KATZ AGENCY 


All figures from 1949 
BMB Audience Report 


OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING CO., WKY, OKLAHOMA CITY 


THE DAILY OKLAHOMAN + OKLAHOMA 


CITY TIMES « 
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ments for 1950 will be in excess 
of $20,000,000, and he blandly pre- 
dicted that he will ship $100,000,- 
000 worth of Hadacol in 1951, if 
he can get the materials. 

Mac Hedrick and L. H. Towner, 
of Hedrick & Towner, Houston, 
agency for Hadacol, and its ex- 
clusive merchandising counsel, 
were also guests of the ad group. 

Senator LeBlanc related how a 
bold “shoot-the-works” gamble on 
advertising in the after-Christmas- 
to-New Year’s doldrums last year 
paid off. 


a “We had about $170,000 in 
profits as of last December,” said 
LeBlanc, “and I called Hedrick & 
Towner in and said: ‘Boys, let’s 
shoot the works between Christmas 
and New Year’s. Let’s buy full- 
page ads everywhere.’ 

“We spent it all. As a result, by 
the first week in February, 1950, 
we had exceeded our $2,500,000 
1949 sales. 

“By the 15th day of March we 
had a net profit of $1,700,000 and 
have been trying to get rid of it 
ever since, It looks like the more 
we spend in advertising, the more 
we make. Our advertising per- 
centage seldom varies.” 

LeBlanc told how the “Hadacol 
Caravan,” which drew nationwide 
attention, was conceived. 

“I first called Hedrick & Town- 
er in on the idea of running a 
caravan of our Hadacol trucks. We 
had decided to spend $50,000 show- 
ing off the trucks. And we thought 
we’d have a string band, too. 

“But we ended up hiring Car- 
men Miranda, Mickey Rooney, 
Chico Marx, and Burns and Allen, 
not to mention Connie Boswell, 
Roy Acuff, Minnie Pearl, Ernest 
Tubbs, Sharkey and his Dixieland 
Band, Frakston the Magician and 
heaven knows who all else. We 
made a Hadacol boxtop the only 
admission. 

“It was not unusual to show to 
audiences almost double the popu- 
lation of some towns.” 

“We spent a cool half million 
dollars,” he said, “but we sold $3,- 
000,000 worth of Hadacol directly 
on the tour, and business has been 
growing by leaps and bounds ever 
since.” 


a Today, backing up what he now 
calls “a country lad’s discovery of 
the power of advertising,” Le- 
Blanc disclosed the current ex- 
tent of Hadacol advertising. 

“I’m using 800 daily newspapers 
five times a week,” he said, “4,700 
weekly newspapers at least once 
a month, and 650 radio stations at 
least four times a day, plus a 
dozen or so farm magazines. 

“I’ve lost count of the number 
of trucks that I have out plaster- 
ing Hadacol signs. 

“Sixty girls work in our direct 
mail department. I guess I believe 
in advertising.” 

Hadacol’s carnival-type mer- 
chandising was highlighted at the 
league’s luncheon, when Senator 
LeBlanc was confronted with three 
talking parrots to audition as 
hopefuls in his search for a bird 
that will squawk happily, “Polly 
wants Hadacol” (AA, Oct. 9). 

Hadacol has been running dis- 
play copy in newspapers with 15,- 
000,000 circulation in search of a 
Hadacol-clamoring parrot. 

Also, a talking dog was audi- 
tioned at the luncheon. 

Hadacol clowns performed, Had- 
acol beauty queens were on hand, 
some 500 advertising men, political 
and business figures donned Had- 
acol paper hats and received a 
bottle of Hadacol each. 

Station KRLD set up a speaker 
system, blaring the music of the 
“Hadacol Boogie,” interspersed 
with Hadacol radio spot com- 
mercials as the guests dined. 


Will Names Ashby V. P. 

John A. Ashby, account execu- 
tive at Will Inc., Cleveland, has 
been named a vice-president of the 
agency. 


Harvey B 
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G. D. Crain Jr. Says... 


—_ 


Company Honors Adman 


David W. Harris, president of 
Universal Oil Products Co., the 
unique Chicago enterprise which 
revolutionized the petroleum re- 
finery business with the Dubbs 
cracking process, 
recently invited 
a group of friends 
to attend a cele- 
bration at the 
Blackstone Hotel. 

About 100 peo- 
ple, including 
most of the prin- 
cipal executives 
of Universal, 
leading advertis- 
Horvey Blankenship ing agency men, 

publishers of oil 
and chemical journals, and others, 
gathered for cocktails and a dinner 
in the Crystal ballroom. After- 
wards they heard a number of ad- 
dresses emphasizing the impor- 
tance of advertising and public re- 
lations to the company, and cul- 
minating in the presentation of a 
five-year service pin by Mr. Harris 
to Harvey W. Blankenship, adver- 
tising manager of the company. 

This was an interesting and 
stimulating event, particularly as 
the program included a sparkling 
talk by Universal’s Dr. Gustav 
Egloff, one of the foremost scien- 
tists in the petroleum and allied 
fields, and Col. Russell L. Putman, 
well-known Chicago industrial 


publisher. 


After complimenting Mr. Blan- 
kenship on the good job he has 
done for Universal, Dr. Egloff 
added a comment which indicates 
that scientific men now realize 
how important it is to do a good 
job in advertising the products 
of the laboratory. 

“In today’s world,” he said, “no 
company can long survive without 
good advertising. Merely having 
superior products, processes and 
services to offer is not enough. The 
world must be informed of their 
availability. Competition is keen, 
and any company which does not 
make itself known is left in ob- 
scurity, despite the high value of 
what it may have to offer.” 


s The thing which impressed most 
of those present, however, was 
that the top brass of a leading 
company had taken time out to pat 
their advertising manager on the 


back, to tell him how important 
his work is to the progress of the 
company and a better understand- 
ing of its functions and objectives 
on the part of industry and the 
public, and to let his friends and 
associates realize the strategic role 
he is playing in the over-all opera- 
tions of Universal Oil Products Co. 
I have been around in the ad- 
vertising business for 35 years, 
and I can’t recall ever having 
participated before in a similar 
event. Advertising executives have 
been honored frequently by their 
clubs and associations and by their 
friends, including some they do 
business with, but seldom if ever 
has the director of advertising and 
public relations, functions of vital 
significance in today’s hectic 
world, been given this sort of pub- 
lie recognition by management. 


w It was a good thing for Univer- 
sal, a good thing for Harvey Blan- 
kenship, and a very good thing for 
advertising. It may even result in 
the heads of other companies tak- 
ing a fresh look at their advertis- 
ing departments, and wondering if, 
over the years, they have shown 
sufficient appreciation of the toil 
and talent which their advertising 
directors have displayed in han- 
dling company activities which 
are neither unimportant nor rou- 
tine in planning and performance. 


Ry-King Campaign Set 

First advertising campaign for 
Ry-King crisp bread got -under 
way in Chicago on Oct. 13. The 
bread, imported from Sweden by 
the A. V. Olsson Trading Co., New 
York, will be pushed via a 220-line 
ad in the Chicago Tribune every 
week. The kickoff ad was 1,600 
lines. Car cards and a _ special 
“Scandia Broadcasts” program on 
WGES, Chicago, also will be used. 
John A. Cairns & Co., New York, 
is the agency. 


2 St. Louis Agencies Merge 


Earl G. Batz and Charles A. 
Hodgson, partners in Eggers-Ran- 
kin Advertising Service, St. Louis, 
and Hiram W. Neuwoehner Jr., 
owner of Hi Neuwoehner Adver- 
tising Co., St. Louis, have an- 
nounced the merger of the two 
agencies under the name of Batz- 
Hodgson-Neuwoehner Advertising 
Agency. Offices are located at 217 
N. Tenth St. 


Everybody sees outdoor advertising 


Coverage. Since “‘everybody loves 
ice cream,”’ this panel is hitting 
the right market . . . everybody! 
For practically everyone who goes 
outdoors sees outdoor advertising. 
And they see panels not once, but 


1925 Silver Anniversary Year 1950 


over and over again! General 
Outdoor Advertising Co., 515 S. 
Loomis St., Chicago 7, Illinois. 


leading cities 
and towns 


“daily guide to sound buying,” 
says Rachael Reed, 
Director of Consumer Services, 
The Borden Company, 
about the 
food page in The New York Times 


“The efficient, careful buyer of foods,” says Miss Reed, “knows 
the daily food page of The New York Times as a reliable, 
informative advisor. Here she finds all the latest news about 
food—new products, as well as new methods of food prepara- 
tion, preservation and serving. And she gets her food news 
quickly, presented accurately and in an interesting fashion. As 
a result, thousands of homemakers look to The Times as their 
daily guide to sound buying.” 


Yes, thousands upon thousands of homemakers, whose hungry 
families look to them daily for good, nourishing meals, look 
to the daily food page in The New York Times for help in 
making those meals. That’s why the daily food page in The 
New York Times is such a good buy for advertisers looking 
for bigger and better food sales in the rich and hungry New 
York market, where The New York Times has been the adver- 
tising leader since today’s homemakers were little girls. Find 
out all about it today. 


NewYork Boston Chicago Detroit LosAngeles San Francisco 


fe The New York Times, )* 
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How to Get 


the ‘Best 


Ads’ from Your Agency 


The Agency Viewpoint 
By Henry H. Haupt 


Vice-President, Batten, Bar- 
ton, Durstine & Osborn, Chi- 
cago. 

Here is a brief and broad “check 
list” of some of the things we be- 
lieve “the advertiser can do to 
help the agency produce the best 


1. Let Your Agency IN 


Be sure your 
agency has per- 
sonnel whose 
creative abilities 
you believe in; 
whose judgment 
and integrity you 
trust and respect. 
Then take your 
agency people in- 
to your organiza- 
tion completely. 
Work with them 
as an_ internal 
part of your advertising depart- 
ment—as members of your team, 
as partners—and not as the boys 
from the ivory tower located at 


Henry H. Haupt 


some distance from your premises. | 
tive copy more important than 


s Indoctrinate them with your 
company’s policies and philoso- 
phies. Train them and keep them 
constantly up to date on what’s go- 
ing on in your manufacturing, sell- 
ing, merchandising; in your prod- 
uct development, your marketing 
and consumer research, packaging, 
etc. 
(Continued on Page 56) 


| to an 


The Advertiser Viewpoint 
By Joun B. McLAUGHLIN 
Advertising Manager, Kraft 
Foods Co. 

When I was in the Navy, I often 
heard old-time skippers use a 
phrase, which I think can well ex- 
press the importance we should 
atiach to effective copy in today’s 
confused mar- 
kets. It’s this: 
“Give me a 
wooden ship with 
iron men any day 
iron ship 
with wooden 
men.” 

To paraphrase 
this, we might 
say: “Give me a 
good selling story 
with a poor me- 
dia plan any day 
to a poor selling story with a per- 
fect media plan.” We need and 
should have both and usually get 
them, but it won’t do much for 
sales volume if we have copy 
which does not sell, even if mil- 
lions of people are exposed to it. 

Current conditions make effec- 


J. B. McLaughlin 


ever before. For example: 


a 1. This is an era of confusion, 
frustration and tension—and this 
“mood of the people” has a definite 
effect on the kind of copy we 
must use to reach into their minds 
with our selling messages. 

2. Twenty years ago there were 
almost too few media to provide 


AND THE 
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ae | 


ANY KATZ MAN 
WILL TELL YOU THE FULL 
FABULOUS SALES 
RESULTS STORY! 


°C. E. Hooper Audience Index, City Zone — July-Aug. 1950 


- DES MOINES — THE RECISTER AND TRIBUNE STATION 
REPRESENTED BY THE KATZ ACENCY 
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agency men participating. 


Advertiser-Agency Relationships 
At the recent meeting of the Assn. of National Adver- 


tisers, one feature was a discussion of advertiser-agency 
relationship, with four advertising managers and four 


The discussion was broken into four parts: 1. How to se- 
lect an agency or solicit an account. 2. How to get the most 
effective copy. 3. The advertising follow-through. 4. The 
agency’s responsibility for building and maintaining com- 
pany brands, and company reputations. 

Because the agency-client relationship is so important, 
ADVERTISING AGE is presenting the eight talks in nearly 
full text. This pair deals with getting “best copy.” The sub- 
ject of soliciting accounts was covered last week, and the 
advertising follow-through will be covered next week. 


the means of reaching all the peo- 
ple we wanted to reach. Now there 
are too many, and there is so much 
advertising in all media that the 
problem of attracting the public’s 
attention is becoming more diffi- 
cult and more expensive. 


3. Not so long ago, any adver- 
tising man worth his salt could 
name practically every magazine— 
but all you need do today is look 
at the large newsstand in almost 
any railroad terminal and you'll 
see a dozen publications you’ve 
never even heard of. In the past 
five years, ABC alone shows an 
increase of 46 publications in their 
audit, while N. W. Ayer’s Direc- 
tory of Newspapers and Periodi- 
cals shows the astounding increase 
of 1,000 periodicals in the last four 
years. There has also been an in- 
crease of 264% million total audited 
circulation of magazines in the 
past five years, This means inten- 
sified competition for readership. 


s And each publication is getting 
bigger and thicker—the volume of 
advertising has increased tre- 
mendously—particularly color and 
double spreads. One of the leading 
weeklies has had an increase of al- 
most 800 four-color pages in the 
past seven years. The competition 
for readership within the maga- 
zines themselves has also increased 
terrifically. And a study of Starch 
over the past ten years naturally 
shows a considerable decrease in 
the attention value of four-color 
pages. 

4. Again—compare the bulk of 
the newspaper of today with the 
newspaper of ten years ago. Then 
they carried primarily news, but 
now they are so jammed with 
magazine features that they have 
virtually become daily and Sun- 
day magazines. 

5. And there is no need to more 
than mention the constant call for 
the public’s attention by radio and 
of course more_ recently—tele- 
vision. 

6. To all of these demands for 
attention we must add the public 
relations department or agent of 
every good sized business, indus- 
try, movement, association, cause, 
profession, club, lodge, church, 
university, labor union, railroad, 
political party and film star. 
Everybody is shouting their virtues 
and benefits at each other until 
the babble of voices is confusing 
and distracting people almost to 
the point of frustration. That is 
why I say there is no area in ad- 
vertising facing a greater challenge 
today than copy. 


s No matter what media we select, 


it is more important than ever be- | /f’s 


fore that we develop greater skill 
in attracting peoples’ attention. We 
must make our advertising mes- 
sages read faster—be simpler to 
| grasp. We must have effective 
| copy in order to get the proper re- 
turn on our advertising invest- 
ment. 

Now, what are some of the| 
things our agencies can do to get 
help from us to develop more ef-| 


| fective copy? 


First, I agree 100% with Heinie 
Haupt when he says that the right 


| client-agency relationship is the | 


first requisite. We must make our 
agencies our business partners in 
a very real sense. After all, their 
success is dependent on the suc- 
cessful marketing of the products 
that we sell. Successful advertising 
is not divorced—not a thing apart 
—not an ivory tower operation— 
but is a vital part of the whole 
marketing plan. 


@ The challenge facing advertis- 
ing today demands an acceleration 
of a concept that has been growing 
gradually in advertising for the 
past ten years—and that is the 
marketing concept. 

By that I mean an agency can 
no longer simply have the media 
department figure out the best buy 
as far as dollars per thousand of 
circulation, have some copywriter 
dream up a few clever words from 
behind his desk, and then have the 
art department put it together in 
attractive form. No! Today the 
agency must have men who can 
come into the plant and study our 
production processes, who can dig 
out consumer advantages inherent 
in the product that can arise from 
either the process by which it is 


made, or in its packaging. They 
must have men who can go out in. 
to the market place and ride—not 
once but frequently—with our 
salesmen, so that they may see our 
pricing problems, know the distri- 
bution pattern, have a feeling for 
our competitive situation. 


a The men on the agency’s task 
force must have a picture of the 
over-all market, the potential, the 
per capita consumption, the trends, 
They must know whether the 
product is in a saturated commod- 
ity classification, or whether the 
potential is still untapped. The 
agency must have intimate know. 
ledge of the packaging picture, the 
changes and trends in retail out- 
lets, the problems of space or shelf 
position. They must even know the 
net profit inherent in the product. 
In total, they must know the when, 
where, what and why people buy 
our product. 

They must have a broad under- 
standing of the marketing picture 
in its entirety—and they should 
have these facts as a_ business 
partner—before a single copy sheet 
is ever inserted into a typewriter, 
Because without these facts— 
without this intimate knowledge— 
how can they intelligently create 
an advertising campaign or a copy 
story that will perform the job it 
must do to move our products off 
the shelf into the consumer's 
hands? 


ew After the agency has all of these 
facts, then they should be put into 
written form, written into a fact 
book on the product, or a copy 
policy that will become the Bible 
and guide of all who are involved 
in the successful marketing of that 
brand. It will be found, I am sure, 
that when this is done the mere 
physical act of writing and assem- 
bling this material will clarify fact 
and thought. The sales depart- 
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way 


the Ameucan Foler 


HAS THE HIGHEST ABC CIRCULATION 


Highest Total Net Paid; Total Beverage Bottling Plants, 
Highest Grand Total. 
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Outstanding Feature Articles of permanent value appeared 


during the past twelve months, covering all of the vital 
phases of the beverage bottling industry. 


7 
9 


Feature Articles on PRODUCT-CONSUMER ADVERTISING 
Feature Articles on MERCHANDISING 

Feature Articles on PLANT IMPROVEMENT 

Feature Articles on ROUTEMEN SALES AIDS 

Feature Articles on TECHNICAL SUBJECTS 

Feature Articles on VENDORS 


Leadership Through Readership That Makes The AMERICAN 


BOTTLER Your Number 1! Buy in the Beverage Bottling Industry 


The repenyry Soft Drink Magazine 


Executive and Editorial Offices — 316 Peachtree Street, N.E., Atlanta, Georgia 
z New York City Office — 55 W. 42nd Sf Phone Longacre 52540 


Detroit 26, Mich. 


Superior 7-6092 


Woodward 2- 7298 


Taylor 0888 Michigan 9849 © 
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ment will use it; management will 
use it; but most important of all, 
it will keep both those who are 
responsible for the creation of the 
advertising and those who are 
responsible for the evaluation and 
approval of the advertising con- 
stantly on the beam toward agreed 
upon objectives. 

Here is a check list which might 
serve as a guide for such a prod- 
uct manual: 

I. Name of the product—including 
any descriptive phrase which is 
to be used in conjunction with 
the name. 

ll. A description of the product 
and its manufacture. 

III. Market data upon which the 
advertising objectives are based: 
1. Market position—the share 
of market, the nature of com- 
petition, etc. 

2. Quality in relation to com- 

petition—and this should be an 

honest appraisal. 

3. Price in relation to competi- 

tion. 

4. Variety and importance of 

uses. 

5. A profile of the consumer— 

the type of people who make up 

the market, sex, age, economic 
class, geographical location, etc. 


sa IV. The actual copy platform: 
1. The long range objective. 
2. Temporary modifications. 
3. The selling themes or sales 
points listed in the order of their 
importance and perhaps divided 
into primary and secondary. 
4. The media structure if it is 
important to the accomplish- 
ment of the long range objec- 
tives. 

V. Legal and policy copy restric- 
tions. 

VI. Current examples of adver‘’is 

ing. 

VII. Measurement of copy effec- 
tiveness if available. This job is 
one which, I am sure, you will 
quickly recognize as a joint 
venture between the client and 
the agency. We must make the 
information available to our 
agencies before they can incor- 
porate it into this kind of a 
complete fact book. Such a 
book, however, will clarify the 
understanding of all concerned 
and will prevent the advertising 
from wandering off the main 
road. 


# Now, if we as clients are sensi- 
ble enough to look on our agencies 
as partners—take them into our 
complete confidence—then the 
agencies themselves must be ready 
to accept the responsibility that 
such a relationship incurs. They 
can’t mentally act like scared 
rabbits in their recommendations 
or contacts. They must overcome 
their hesitancy to make recom- 
mendations in which they believe 
(based on facts and thorough mar- 
keting knowledge). They must ex- 
press themselves truthfully and 
honestly and get rid of the fear, 
either conscious or sub-conscious, 
of offending the client and possibly 
losing the account. They must be 
ready to accept this much “risk,”’ 
and we, in turn, must encourage 
them to “call ’em as they see ’em” 
—lay it on the line and talk it out 
freely as any good business partner 
would do with only the good of 


that will reach into the minds of 
our market—reach people on a 
common ground—in a fast, simple 
way with messages, ideas and 
words which the public can under- 
stand; and our copy will carry such 
conviction that the buyers’ sub- 
conscious feeling of friendliness 
and confidence will result in their 
buying of our products. 

One final suggestion to you in 
the agencies: Please take a new 
look at the people in your copy de- 
partment—study their attitudes— 
their way of thinking—and their 
skill in writing. Please work with 
them to eliminate the peculiar 
word grouping and coinages which 


have become part and parcel of 
our advertising messages. As For- 
tune says, “Advertising has so 
prostrated itself at the altar of 
word worship that it has succeeded 
in creating a whole language of 
its own.” Fortune insists that only 
one ad out of ten is free from this 
peculiar advertising lingo. 


ain the past five years, I’ve 
worked closely with six of our 
great advertising agencies. All of 
them have and do create great 
selling campaigns, but even SO | 
there are times when I have felt | 
that all six had the same copy-| 
writer, for the same words and) 
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phrases have kept coming across, their grocery store. Sure, maybe I 
my desk for approval: am quibbling with words, but I 

“Rich, tangy goodness’—‘zesty| just don’t believe people go to 
flavor”—“flavorful” (did you ever dealers to buy bread and butter; 
hear a guy say, “Gee, that was a they do go to their grocery store, 
flavorful steak”?). And particular-| and that’s what we ought to say. 
ly in radio commercials do we see| Fortune has said it perfectly: 
the same bridges used to transfer “How can people know what we 
from one thought to another: “For; mean when in advertising large 
instance,” “for example,” “yes,) means small—giant means medi- 
everybody says,” and others with um—deluxe means standard—1951 
which, I am sure, you are all too| means 1950—when a grocer is 
familiar. called a dealer?” 

It took me nine months to get And I quote from Fortune’s arti- 
copywriters in one of these agen-| cle with the full knowledge that 
cies to stop urging people to go some of our own copy on French 
to their “dealers” for a food item) dressings came in for a few sly 
instead of telling them to go to | digs in one of the footnotes. (I 


the business in mind. 

If we will develop this kind of | 
working relationship with our) 
agency—if they will accept that} 
responsibility—if they will ap- | 
proach the copy problem with real | 
marketing knowledge—then they, 
in turn, can so guide and inform 
their creative people on the kind 
of advertising that is required and | 
the way in which it shall be 
treated that Fortune will never 
have reason to take another blast 
at advertising. 
® For with this kind of knowl- | 
edge and thinking before we de- 
velop our kinds and lines of com- 
munications, we will create copy, 


an announcement of wiusual promise 


fr PRESIDENTS, 


SALES MANAGERS, 
ADVERTISING MANAGERS 


who are seeking 


BETTER ADVERTISING RESULTS 


Here is news of a strong combination of 
skills and facilities that you may want to investigate 


An unusual blending of advertising resources, ex- 
perience and talent is today made available 
through the consolidation of J. M. HicKERSON 
Inc. with ALBERT FRANK-GUENTHER Law, INC. 


This consolidation means more—very much more! 
—than just a larger advertising agency. 


It means a new, strong combination of trained 
minds and skilled hands capable of producing 
better advertising results for a wider variety of 
items . . . from packaged goods to industrial equip- 
ment, from books to banking service, from house- 
hold articles to stocks and bonds. 


Although we are one of the largest and oldest 
financial advertising agencies in the country, a 
substantial part of our billings comes from our 
many interesting and varied consumer accounts. 


Our staff of 168 people, strategically situated from 
coast to coast, includes specialists in house-to- 
house selling, jobber-dealer distribution, direct 


sales, sales promotion, sales training, radio and 
TV—literally every phase of advertising, selling, 
publicity and promotion. 


Whether yours is a “tangible” product or “intan- 
gible’’ service—whether you sell direct or through 
dealers—whether you are in heavy industry, con- 
sumer goods, publishing, investments, banking, 
transportation or travel . . . here is a wealth of 
experience and skill to give you the effective ad- 
vertising results you want. 


If you are satisfied with your advertising, we say 
to you: “Hold on to your present agency . . . for 
yours is a precious relationship that should 
strengthen and prosper year by year.” 


But—if you are not satisfied with the results you 
are getting from your advertising—if you are 
“looking around”’ or “‘feeling restless’ —we will be 
delighted to match our time against yours in a 
get-acquainted talk. 


ALBERT FRANK - GUENTHER LAW, .«. 


ESTABLISHED 1872 


with which has been consolidated J. M. a | ic KE RSON INC. 


The combined businesses will operate under the name of ALBERT FRANK-GUENTHER LAW, INC. 


Advertising 


Head Office: 131 Cedar Street, New York 6, N.Y. * Uptown Office: 110 East 42nd Street, New York 17, N.Y. 
CHICAGO . PHILADELPHIA - BOSTON - SAN FRANCISCO - DETROIT - WASHINGTON 
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might add that we’re writing For- | we’re selling the uses of those prod- ; 


tune a good natured letter of pro- ucts”—the satisfaction, the econo- 
test because some of their facts| my, the ease, the fun, the excite- 
are in error.) 'ment of using our products. Have 

them make copy fit our products 
= So I say—please, Mr. Agency,| into people’s every day lives on 
get your copy people off the bi- their terms and in their interest. 
lingual standard. Let them quit)Show them that we understand 
writing for writers—let them their needs, their problems and 
know they don’t have to impress| worries and tastes, desires and 
the client with their verbiage— | yearnings, not only for themselves 
just tell them to say it simple. but for their children, their fami- 

As Robert Updegraff once said: | lies and their homes. 

“Get them to realize that we’re Do this and, I am sure, they’ll 
not just selling products today but buy our products and we will, be- 


lieve me, throw our blue pencils 
away with joy and thanksgiving. 
We'll have the confidence that as 
the hand of Mrs. America reaches 
out toward that shelf with four or 
five different brands to choose 
from, the unseen arm of our adver- 
tising will come forth to guide her 
hand to our brand and—at that 
vital moment of decision—she will 
pick it up, put it in her shopping 
basket and move away toward the 


check-out counter, which is the 
final test of whether our pre-sell- 
ing efforts have paid off. 


How a popular Soft Drink* Doubled ‘it’s 


percentage of the Houston ma 


rket in only 


two years...with Chronicle advertising 
Houston is a good market for soft drinks — but a highly 


competitive one. It took good advertising in 
to accomplish the following near-miracle: 


the right medium 
This well-known 


quality product* climbed 104% in percentage of market in 
Houston between Periods No. 1 and No. 4, while the increase of 
those stocking any soft drink rose 8%. And, please note that 


record-breaking period No. 4 covers the 


off-season winter 


months. Yes, good copy in Houston’s Number One newspaper 


is a sales-winning combination! 


This outstanding job was done with Chronicle advertising 


exclusively—with a minor exception in Period 3. 


Products* Homes Advertising 
Percentage Stocking Any Performance 
of Market Soft Drinks (in Lines) 
Report No. 4 
(October 1 to 8.8 51.0 3150 CHRONICLE Comics 
March 31, 1950) 
Report No. 3 
(April 1 to 5.5 54.6 4433 CHRONICLE Comics 
Sept. 30, 1949) 194 PRESS 
Report No. 2 
(October 1 to 48 39.5 630 CHRONICLE Comics 
March 31, 1949) 
Report No. 1 
(April 1 to 43 47.1 4410 CHRONICLE Comics 
Sept. 30, 1948) 


*Name of product upon request 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 37 CONSECUTIVE YEARS 


How to Assist 
Agency to Write 
the ‘Best Copy’ 


(Continued from Page 54) 

Within reason, take them with 
you on trade calls, to your head- 
quarter and field sales meetings. 
Inform them on costs, volume, 
market and profit potentials, etc. 

Give your agency the opportuni- 
ty to create with you on the in- 
side—not for you from the out- 
side. 

It was a wise advertising man- 
ager who once said: “No campaign 
is ever better than the client.” 

Best copy is a common problem; 
not one the agency can solve alone. 


2. Develop Specific Advertis- 
ing Objectives 

Sit down with your agency peo- 
ple and work out a list of specific 
advertising objectives—your ad- 
vertising creed—the things you 
can agree on that must be ac- 
complished to reach your ultimate 
goal. Review them often; they may 
need revision from time to time. 
Once you decide on them, stick to 
them as long as they are valid. 
Check every advertisement— 
everything you do—against them. 

Further, get understanding and 
agreement on them from all others 
concerned, in management and 
sales. Such a procedure will help 
mightily in keeping your advertis- 
ing on the right track. 


e It may help you avoid having 
the pet idea of your favorite di- 
rector’s Aunt Minnie injected into 
a campaign where it doesn’t fit. 

It may even help you ward off 
the idea of the company’s ace re- 
gional sales manager who thinks 
that with the right twist—away 
from your BASIC CONSUMER 
APPEALS—he can use advertising 
to solve a personal problem with 
the salesmen or the trade. 

Don’t let the sales department 
or any other department deflect 
you from the basic objectives of 
your creed, to do any job that is 
rightfully theirs, and only theirs, 
in the first place. 


3. Encourage the Use of Sound 
Measuring Techniques 


Everyone knows that advertis- 
ing is a creative business, and that 
the best copy is primarily the re- 
sult of creative inspiration. 

However, many case histories 
provide convincing evidence that 
sound measuring techniques, prop- 
erly used, can be very effective in 
stimulating and guiding the prep- 
aration of the “best copy.” 


a For example: Some years ago, 
an agency brought a copy testing 
plan to a relatively small adver- 
tiser with a relatively small share 
of the market in his industry. 
Based on the company’s total bud- 
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get the copy test was very ex- 
pensive, but after long and serious 
consideration, the client decided 
to go along. This investment pro- 
duced a copy theme many times 
more powerful than any they had 
ever used before. Today, that com. 
pany is a big advertiser, and the 
product is No. 1 in the nation. 

Or take consumer research, 
Some years ago all of the adver. 
tisers in an industry were using 
similar “Why to Buy” copy ap- 
peals. Of course, they were the 
ones they all were sure would have 
the greatest effect on their pros- 
pects. 

Then one of the advertisers went 
out to consumers and asked them 
a lot of questions, including why 
they used this kind of a product, 
The consumers’ reasons for use 
were entirely different from any of 
the reasons used by all of the ad- 
vertisers in the business. Today, by 
writing the “best copy”—based on 
this knowledge—one advertiser 
has captured between 65 and 70% 
of the total volume. 


w Or take the case of a product 
with a declining sales curve. For 
years the client and agency had 
discussed their strategy on copy. 
Should their advertising be di- 
rected to the use of their product 
by infants or adults, or both? Al- 
ways, they agreed amongst them- 
selves, the emphasis on use should 
be directed toward the child mar- 
ket. Then a new agency came 
into the picture. They asked 
if they could have the benefit of a 
consumer study before starting to 
write copy. Visiting thousands of 
homes, they soon knew, among 
other things, that over 40% of the 
families with the product on the 
shelf had no children under 18. 

That is important information 
on which to base creative in- 
spiration. 

That company, too, has turned 
its sales curve up, and outstripped 
all competition in sales gains in 
the last decade. 

Certainly, research can’t write 
copy. But it can in many cases de- 
fine the area within which the 
“best copy” ideas can be found. 


4. Take Your Advertising and 

the Agency Upstairs 

In many companies, advertising 
has achieved the rank of a man- 
agement tool; advertising execu- 
tives are management. 

But there are still many, many 
companies—some of them spend- 
ing sizable sums of money—in 
which the advertising department 
is tacked on to another division 
and located way down at the end 
of the hall. 

Some top executives still don’t 
accept advertising as a manage- 
ment tool. They aren’t interested 
in being informed on their own 
basic advertising objectives, or in 
knowing why their advertising 
looks or reads the way it does, or 
actually why they do it, except 
that it’s a necessary evil. 


a If, as an ad manager, you’re in 
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Where do IOWA farmers 
look for information on 
Poultry Feeding and Management? 


For Latest Authentic Information 
Write [OWA FARM & HOME REGISTER 
Des Moines 4, lowa 
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SERVICE—At the 16th Southern Textile Exposition in Greenville, S. C., American 

Woo! & Cotton Reporter introduced walkie-talkies for supplying information to vis- 

itors. Pages stationed at strategic points around the exposition hall contacted the 

publication’s information center for the location of exhibits, machinery, personnel, 
etc. 


“best copy” sold—don’t let anyone 
tire of it—until it has exhausted 
its sales punch. 


6. Agree on a Basic Theme 

While it’s not possible or ad- 
visable in all cases—whenever you 
can, agree with your agency on 
a basic theme. Nail down your one 
most important story or promise; 
then stick to it! Preempt it. 

Above all—remember that in 
spite of research, fact finding, rat- 
ings and all the modern devices, the 
“best copy” still depends upon 
creative ability. You can’t demand 
inspiration, or drive people to be 
inspired. You only get inspiration 
from people you like and respect 
and who like and respect you so 
much that they feel hurt—person- 
ally—when your business suffers, 
|} and feel a glow of triumph when 


this kind of situation, find some 
way—either through your own ef- 
forts or through others—to get to 
people who decide policies and 
whose thinking molds the charac- 
ter of your company and its prod- 
ucts or services. 

For example: During prewar 
years, a certain company kept its 
ad manager and department down 
the hall. The salaries were small; | 
the department never: sat in on) 
executive conferences. 

A wise agency man decided to) 
try to take the ad manager up-| 
stairs. He wanted to build the ad | 
manager, not go over his head. It 
took time to sell the idea. Finally | 
motives were understood and the 
goal was accomplished. It was) 
amazing how the president, exec- | 
utive vice-president, the general 
manager, the board—even the. 
treasurer—became interested and’ 
helpful. | 


s Prewar, the management cut ad- | 
vertising first whenever they felt 
the need of even modest retrench- | 
ment in expenditures. Then adver- 
tising went upstairs. Even during. 
the war their advertising was con- | 
tinued without interruption, and | 
management helped to determine | 
the wartime copy themes. 

What happened? The company | 
actually increased its brand pref-_ 
erence during the years when none 
of its products was available. 

Today, in the face of new and | 
fierce competition from big names 
in the business, its products are 
“No. 1 in sales by a wide margin,” 
and still in short supply. In that 
company advertising is a manage- 
ment tool, and the advertising 
manager and the agency are wel- 
come at the executive conference | 
table. Result—better copy. 


e Or did you ever hear of the 
company president who read one 
of his own ads, shook his head, 
and said: “Somehow that doesn’t 
sound like us.” That was a sound, 
Sane, constructive comment. “Best 
copy” should be the sincere, hon- | 
est, forthright expression of the 
spirit and character of the man or 
company which signs it. 

Take your advertising and agen- 
cy upstairs. Not the details, but 
the objectives, the strategy—your 
over-all thinking and planning— 
the reasons why this is the “best. 
copy.” Your agency can’t produce | 
the “best copy” until your adver- | 
tising is recognized as a tool of| 
management. 


5. When You’re Sure You’ve | 
Tell | 


Got the “Best Copy,” 
Everybody Concerned Why It’s 
Good. 


Make sure everybody concerned | 
understands why it’s the “best. 
copy.” Be sure management under- | 
stands it thoroughly. Be sure the. 
Salesmen (“who don’t like recipe. 
copy anyway”) know why it’s 
the “best copy.” In fact, they must | 
be more than informed; they must 
believe, they must be enthused, if 
you are to gain maximum effec- 
tiveness from them and the cus-| 
tomers they merchandise your ad- | 


_it succeeds. 
vertising to. 
As sales response, research, Brand Names’ New Address 


rence ra or other or The new address of Brand Names 
ence of effectiveness come to Foundation Inc. is 37 W. 57th St., 
hand, pass them on. Keep your| New York 19. 


Television Broadcasters 
Offer ‘Progress Report’ 

Television Broadcasters Assn., 
New York, has just released a “TV 
Progress Report,” covering the 
first half of 1950, with projections 
for the future. 

Detailed statistical data in the 
booklet cover: TV stations, net- 
works, set production, audience 
market areas, business and adver- 
tising. Prepared and edited by 
Richard Ives, 


publicity director, | 
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sociation, the report is available 
to non-members at $1 per copy. 


Gross Names Two V. P.s 
Stevens Gross Studios, Chicago, 
advertising artists, has named John 
H. Olson, with Gross for 15 years, 
and Edward T. Ryerson, with the 
studio since 1945, vice-presidents. 


Bijur to Ellington & Co. 
Marian Bijur, previously with 
Alley & Richards, has joined the 


under the supervision of Will Bal-| copy service department of Elling- 
tin, secretary-treasurer of the as-!| ton & Co., New York. 


: America’s — 
FOREMOST 
TOY TRADE 


Magazine 


Only ABC Toy Paper 
Oldest in Field 
Leads in Lineage 
Write for New Market 
Data Folder 


| McCREADY PUBLISHING 
} 71 W. 231d N.Y. 10 
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VALUABLE 


98.4% Accuracy of Donnelley “Occupant List’ 
Makes Couponing-by-Mail Pay Off! 


Fundamental to the success of any direct-by-mail 

sales effort is an accurate list of potential pros- 

ts. And that is exactly what many clients are 
nding in the Donnelley “Occupant List.” 


One client—with an established household prod- 


uct—found, in a recent test mailing o this list, 
that he was able to up his sales 18%! Another— 
with a relative new product in its field—upped 
his sales an amazing 42%! 

A primary factor in obtaining these outstand- 
ing results is the high degree of accuracy found in 
the Donnelley “Occupant List”’—98.4% on a 
nation-wide basis! Over 35 Million Addresses 
Are Available on this List, which has cost well 
over a million dollars to compile, and on which ad- 
ditional money is being expended every day, to 
maintain the high degree of accuracy for which 
this list is noted. Don’t let these big lemme scare 

ou, however! The cost to you for using this list 
is a small fraction of its original cost. 

The successful use of the Donnelley “Occupant 
List” by manufacturers of food items, household 
products, cosmetics and other lines, warrants a 
small expenditure on your part to determine if 
you can enjoy the same results with this quick- 


350 E.22nd ST. 
‘CHICAGO 16, ILL 


NEW YOR 


pt 


roducing medium. You can make a test anywhere 


305 E. 45th ST. 


17, N. 


in the nation. Any city, any neighborhood in a 
city, any town, hamlet or rural route can be 
reached with our “Occupant List” . . . the most 
complete and accurate mailing list ever compiled! 


Get in touch with your nearest Donnelley 
office and learn more about how couponing-by- 
mail might be just the sales stimulus you have 
been bathing for. 


Other Donnelley Services Include: 


® Dealer Help Mailings—including [opens 
supplying of mailing lists, printing, dealer im- 
printing, addressing, hetdien and mailing. 


© Contest Planning and Judging—supported 
by years of experience in handling the nation’s 
major contests. 

© Mail-Away-Premium Service—executed by 
an expert staff, geared to handle large volumes, 
quickly and efficiently. 

® Selective Market Mailings—proved by ex- 
haustive tests, national, regional, and local 
campaigns. 


727 VENICE BLVD. — 
LOS ANGELES 15, CALIF. 
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Voice of the Advertiser 


Life in the Subways 

To the Editor: Your Sept. 18 is- 
sue published a letter addressed to 
you by Harriet Edmonds, presi- 
dent, The Chartmakers Inc., New 
York, in which she nominated for 
a “high award” (“for directness, 
brevity and implication”) a New 
York subway station poster which 
said “Prayer changes things— 
Prayer changes you.” 

The writer referred to this ad- 
vertisement as “a poster now ap- 
pearing on the stations of the New 
York subway.” In another refer- 
ence this well-versed lady called 
it a “one sheet.” 

It was a bit unnerving, therefore, 
to read the heading appearing 
above the item in ADVERTISING 
Ace: “Reader Picks Subway Card 
for ‘High Award’.” Speaking of 


This department is a reader’s forum. Letters are welcome. 


“implication,” this heading seems 


VERTISING AGE have paid so little 
attention to New York City’s most 
powerful medium that they don’t 
know a car card from a poster in 
a station—which, perhaps we 
should explain, is a hell of a big 
hole in the ground. 

See you in night school. 

ALLAN B. CHALFANT, 
Promotion Manager, New 
York Subways Advertising 
Co., New York. 

All good promotion men know 
that an excellent way to make a 
publicity break do double duty is 
to rehash it with corrections. 
OK, it was a “poster,” not a “card.” 

© * + 


Wonders How About It? 
To the Editor: As the writer of 


the WMT ad mentioned in Voice 


|to imply that the editors of Ap-| of the Advertiser Oct. 2, I’d like 


|to know if Mr. Neil Sandow’s 
|“Ah!” is a favorable or unfavor- 
| able comment. 

Maybe I’d be wiser to remain 
anonymous, but I can’t stand this 
uncertainty. 

THEO MANDELSTAM, 

Henry J. Kaufman & Asso- 

ciates, Washington, D. C. 

+ os 2 


‘To Each His Own’ 


To the Editor: With regard to 
the slogan, “Be Happy—Go 


Lucky,” the following are facts I 
can personally vouch for and sub- 
stantiate. 

During the early ’30s a young 
man in our employ came into my 
office one morning, obviously ex- 
cited, and said he had dreamed up 


ONLY 
MEDIUM 
DEVOTED 


SOLELY TO JOB 
OF SELLING 
PLASTICS PRODUCTS 


AT RETAIL 


FIRST 


LEVEL 


‘To help y: 
mmediate appraisal of this 


ISSUE 


JANUARY 1951 


you make an 


a wonderful slogan for Lucky 
Strike cigarets, that is: “Be Happy | 
—Go Lucky.” 

I thought it was a swell idea, but 
since we were in no position to 
solicit the account, did nothing 
about it at the time. 

However, some time later we 
became associated with McCann- 
Erickson in handling Ford Motor 
Co. branch and dealer fund ac- 
counts in the Southeast. 

During the latter part of Au- 
gust or early September, 1935, 
while having dinner in a New 
York restaurant with Raymond 
Atwood of McCann-Erickson, I 
disclosed the “Be Happy—Go 
Lucky” slogan and made several 
rough poster layouts on the table 
cloth. Atwood thought it might 
be worth while submitting, but I 
heard nothing further about it 
from him. 

A few weeks later while I was 
visiting the Ford Norfolk branch, 
someone mentioned Walter Win- 
chell’s statement regarding the 
slogan, though I personally never 
saw this particular article. 

For my money that young man 
in our employ coined the “Be Hap- 
py—Go Lucky’ slogan. 

He left us soon afterwards and 
I do not recall his name, though 
it is somewhere in our records. 

E. Gerry EASTMAN, 

President, Eastman, Scott & 

Co., Atlanta. 

To the Editor: I was a copy- 
writer at Lord & Thomas & Logan 
when the above phrase, “Happy- 
Go-Lucky,” was born, and I can 
testify that Si Halpern coined it, 
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for I was present. 

As your story states, we used 
it for place cards in the flat 50s, 
and then, under Si’s direction, we 
broadened it to include radio and 
other media. 

You might also be interested to 
know that Halpern was the key 
figure in the Old Gold blindfold 
test series, and I think he came 
to Lord & Thomas because of that 
job—and others—for the predeces- 
sor agency. 

In my book, he is the best—and 
it is too bad he left the agency 
field, actively, to head up a man- 
ufacturing company. 

ALvAN B. SOMMERFIELD, 
Baltimore, Md. 


Wants Newcomb-Sammons 
Series in Booklet Form 

To the Editor: Re your comment 
in the Sept. 18 issue: Yes, we’re 
interested in the Employe Com- 
munications series, and the possi- 
bility of making the series into 
a booklet. If you do get out such 
a booklet, please be sure to an- 
nounce the fact clearly and dis- 
tinctly, so we don’t overlook it. 

HENRY G. HOERNLEIN, 
Sweden Freezer Mfg. Co., 
Seattle. 


‘Top 12 Canadian Magazines’ 
Was Quoted in Media Story 

To the Editor: I am writing to 
draw your attention to the mis- 
leading nature of the item dealing 
with Canadian media circulations 
in your issue of Aug. 28, 1950. 
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PLASTICS MERCHANDISING, INC. 


today on your business letterhead 
A Unit of Breskin Publications — Affiliated with Modern Plastics Magazine 


122 EAST 42nd STREET, NEW YORK 17, N. Y. 


important new publication 
that will reach 50,000 of the | 
nation’s biggest retail buyers — 

' plastics products, the 
editors and staff — 
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a special fully 
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THE LOUISVILLE TIMES 


Owners and operators of Radic Station WHAS and Television Station WHAS- TV 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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js compared with the circulation 
of nearly all daily newspapers (86 
out of 88). Obviously this is an 
unfair comparison. The magazine 
members of this bureau alone have 
a circulation of 2,995,315, and when 
all ABC audited consumer maga- 
zines in Canada are included, the 
total is 3,476,099—-more than the 
combined circulation of all daily 
newspapers. 

This information may be of 
some guidance to you in the fu- 
ture, and I trust you do not mind 
my drawing it to your attention. 

DUNCAN MAc INNEs, 

Magazine Advertising Bureau 

of Canada, Toronto. 

The statement referred to clearly 
indicated that daily newspaper cir- 


culation was larger than that of | 


“the top 12 Canadian magazines,” 
but may nevertheless have been 
misleading. Accordingly, we are 
happy to set the record straight. 

» > * 


Bank's House Magazine 
Dresses Up a ‘Corner’ 

To the Editor: Thank you for 
permission to use the Creative 
Man’s Corner as it appeared in 
July 10, 1950, issue of ADVERTISING 
AGE. 

We are enclosing herewith a 
copy of our house organ, “Between 
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Ourselves.” We trust you will like 
the manner in which our artist 
“dressed up” the article. 
JEAN W. STOLLE, 
Editor, “Between Ourselves,” 
Industrial National Bank, 
Detroit. 


How Big Is the Market? 

To the Editor: To paraphrase 
The New Yorker, “Which page of 
ADVERTISING AGE do you read?” 
The Interstate United Newspapers 
ad on Page 6 reads: “15 million 
Negroes...have ten billion dol- 
lars to spend!’”’; the Johnson Pub- 
lishing Co. ad on Page 38 reads: 
“Get the facts on the 15 million 
Negro market with $15 billion a 
year to spend.” 

Has somebody been holding out 
on Interstate, or has _ inflation 
— up with the Johnson peo- 
ple? 

Pat McCann, 

Publication Division, Metro- 

politan Life Insurance Co., Ot- 

tawa, Can. 
. a 


Miles Has Used Magazines 
for Tabcin Antihistamine 

To the Editor: On Page 77 of 
your Oct. 2 issue, you made the 
Statement: “So far no other anti- 
histamine makers have bought 
Space in magazines.” 

This statement is incorrect. Our 
Product, Tabcin, an anti-histamin- 
i¢ compound, has been featured 
Primarily on the radio since its 
introduction last spring, but it 
also has been advertised in Col- 
lier’s, Look, Newsweek and Path- 
finder since late summer, at the 
Start of the hay fever season. Re- 
Sults from this campaign have 


been quite satisfactory. 
OLIVER B. CAPELLE, 


Sales Promotion Manager, 
Miles Laboratories Inc., Elk- 
hart, Ind. 


. © + 
Perfume Draws a Crowd 
for Clevelanders’ Meeting 

To the Editor: Have you heard 
from “Cuddles” recently! 

The perfumed note she recently 
sent your way was intended: (1) 
to brighten your day a bit, and (2) 
to give you a sample of the pro- 
motion used by James G. Smith, 
chairman, and his attendance com- 
mittee to invite members of the 
Industrial Marketers of Cleveland 
to their opening session at the Al- 
lerton Hotel in Cleveland on Sept. 
29. 

More than 140 members an- 
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swered Cuddles’ invitation and | Allen Appoints Keating | Appoints Hanau Agency 
heard Bennett A. Chapple Jr., as-| Jack A. Keating, formerly with, Benet Hanau & Associates, San 
sistant vice-president of United Simmonds & Simmonds, has been | Jose, Cal., has been named to han- 
States Steel Corp., outline the named art director of Allen Ad-| dle the advertising of Eggo Food 
year’s program for NIAA and its vertising Agency, Chicago. Products, San Jose. 
chapters. “The Radar of Selling,” | 
a sound, color movie on teamwork | 
in advertising, was enthusiastically | 
received. 
Richard P. Dodds, newly elected 
president of IMC, was a most able 
chairman. 


JAMES J. CLARKE, 
Chairman, Public Relations | 
Committee, Industrial Mar- 
keters of Cleveland, Cleve- 

land. 

The note referred to was in 
simulated handwriting, extremely 
well done, and apparently effec- 
tive, to judge from the attendance | 
figures. 


MATRIX COMPANY | 


57 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS | 


Have you considered putting your costly TV 
commercials to work in theatres? It can pay big 
dividends because you can either — 

1, Intensify your coverage of TV markets or 

2. Reach with equal or greater impact the tremendous 
additional audience which television cannot reach. 


There are 14,750 theatres available in almost all markets, 
large and small, on a completely selective 
theatre-by-theatre basis. They have 7,450,000 seats, 
giving you a total audience of 40,000,000! 


You can reach this greatly increased market at a 

low cost per 1000 viewers. When you compare movie 
and TV coverage, remember that virtually 100% of 
selected movie audiences see and hear your film. 


The Movie Advertising Bureau handles all details of 
theatre schedules. Each theatre selected screens your 
films at every full performance during the weeks 


scheduled. 


Dig into this proposition thoroughly, or ask your 


ADVERTISERS:} Show 


your 
film 
commercials 
to 


40,000,000 
moviegoers! 


advertising agency to do so. We will prepare theatre 
coverage plans for you without cost or obligation. 
Write, wire or phone our nearest office for 


complete information. 


Sy 
NATIONAL OFFICES NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. @© NEW ORLEANS: 1032 CARONDELET ST. 


KANSAS CITY: 2449 CHARLOITE ST. @ 


ovie Advertising Bureau 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


CLEVELAND: 526 SUPERIORN.E. © SAN FRANCISCO: 821 MARKET ST. 
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Advertising Volume Figures for September Issues of Business Papers 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 
duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- 


ard 7x10” page. 


ny: pana GROUP 
Aero Digest 


mo. 
American Builder 
American City 


American Dyestuff Reporter .. 
American Machinist (bi-w.) . 


American Printer 
Analytical Chemistry 
Architectural Forum 
Architectural Record 


Automotive Industries (semi- 
mo.) 


a yo Teds Pate chee 
Aviation Week 


Bakers’ Helper (bi-w.) ... 


” Digest 
Brick & Clay Record ... 
Bus Transportation 
Butane-Propane News 
CAS 2) ee 
Butter, Cheese & Milk 
Journal 


ndustry 
Chomtes! “ AE 
News (w.) 
Chemical Engineering 
Chemical Industries ...... 
Chemical Processing 


Pages 


43 ) —_-F Car Journal 


151 134 | Construction Digest (bi-w.) .. 
vie 143 146 Construction Methods & 
§129 77 DE. 650 oatseese% 
1*390 *395 Construction News Monthly .. 
re 27 34 | Constructioneer ........... 
<<a 38 /  ( a ePeppeaeor 
ine 191 122 | Contractors & Engineers 
“ {||191 147| _ Monthly (994 x 14) ..... 
Dt ty Ss acon saves sé 
-- 181 169 | Diesel Progress (9 x 12) .... 
eed *55 *45 | Distribution Age .......... 
..» '§*180 QUE EE. ac: veabrdiacsecces 
scone *1194 2140 | Drug & Cosmetic Industry ... 
- .74 86 Electric Light & Power .... 
awe 37 31 | Electrical Engineering ..... 
‘ee 64 41 | Electrical Construction & 
bee *42 *33| Maintenance ........... 
_ 176 194 | Electrical South .......... 
Electrical West ........... 
ooo «6 §*105 | Electrical World (w.) ..... 
STD dcbsbeccenocces 
48 Engineering & Mining Journal 
51465 vo5r | Engineering News-Record 


*72 *64 | (w.) 
| Excavating Engineer 


See 1162 137 | Factory Management & 

oan 1291 301; WMalatenence ........... 
eee 89 94 Fire Engineering .......... 
cua 148 135 | Fleet Owner ............. 


Gas 
Gas Age » (bi-w.) 
festion. & Ventilating 


*68 | Heating & Ventilating ...... 70 
*105 | Heating, Piping & Air 
53 Conditioning ............ 173 
Ice Cream Review ......... 73 
*56 | Industrial & Engineering 
119 SEL as uheeeddeeeess §133 
46 | Industrial Finishing 
50 SE 5660460609 *78 
§89 | Industry & Power .......... 80 
PL CUE coccccsccece 62 
te ND pce cadedascncey 113 
PPC (ED a ccrseseccess “1473 
DE dociccoteysesss 109 
135 Machine Design ............ 190 
70 Machine & Tool Blue Book 
87  « 5 | * Seaeeeer 174 
_ '( ea 247 
*177 Manufacturers Record ....... §*82 
134 Marine Engineering & 
| Shipping Review ......... 71 
5§*558 Mass Transportation ........ §59 
38 Materials & Methods ........ 114 
| Mechanical Engineering ...... 96 
*245 | Mechanization ............. *109 
$87 Metal Finishing ............ *75 
117 | Metal Progress ........... 90 


FLYING TIGER 


_ AIR-FREIGHT 
is the Cheapest Way! 


COAST-TO-COAST OVERNITE...plus Door-to- 
Door delivery ...at rates often LESS than 
fast SURFACE transportation. 


Any QUANTITY . 


.from a single package to a liner-load (20,000 lbs.) 


AnyWHERE... FIL maintains offices or agents in principal cities through- 


out the world.. 
destination. 


IDEAL for... 


.plus connecting service with all carriers to any 


CONVENTION EXHIBITS * CAMPAIGN PRESENTATIONS * 


24-SHEET POSTERS *& FOLDERS—INSERTS *& DISPLAY MATERIAL — 
CARTONS *& PROCESS PLATES. 


A Competitive "PLUS”’ ... 


More and more leading concerns are find- 


ing speedy, economical FTL Air FREIGHT a great way to... 
* “Cinch” orders at distant points * Meet schedules on late jobs 
or rush exhibits %* Get extra days of use from advertising material. 


Free Information Service: To find out how leaders in your field are using 


fast, economical FTL Air FREIGHT to build goodwill, volume and profits, 
phone or write nearest FTL office. 


. LINE 


STanley 7-3411 


NEW YORK 207 Fourth Avenue 


LOS ANGELES Lockheed Air Terminal 
S$Pring 7-6260 


SAN FRANCISCO * OAKLAND * SAN DIEGO * TOLEDO * DENVER * CHICAGO 


OTHER 
OFFICES: 


PROVIDENCE * MILWAUKEE * DETROIT * CLEVELAND * AKRON-CANTON 
BUFFALO * ROCHESTER * NEWARK * PHILADELPHIA * HARTFORD * BOSTON 


INC. 
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1950 *“"io49| Business Paper Ad 

= by A ai edd 6 as awe ode ony mn ° 

i ssn Wess oewed s 
Mining Engineering <<... 22 25 Linage up 1.7% Over 

odern ine Shop 

SE as seis sees 238 245 
Modern Packaging |... ... 8137-8135 September Last Year 
Modern Plastics ........... *129 *119 a 
Modern Railroads .......... §lll $69; Cuicaco, Oct. 11—Advertising 
— rm Sees 130 volume in business papers showed 
Rational Svevicloney Re) iv ‘8170 7“ an increase for the second straight 

iona’ y News ...... : 

Oil & Gas Journal (w.) .... '§583  §*579| Month, with September volume up 
Speration, Eapieser panle Cha’ A $5 1.7%, according to the monthly 
rganic Finishing .......... j ; 
Pacific Builder & Enyiseer .. 96 96 eae made by Industrial 

Packaging Parade (93% x 12). S Cs Pate eting. ‘ 
aper Industry ............ is was an increase of 50] 
P Mill News (w.) ...... '§*117—s 4§*113 
Paper Trade Journal (w.) .... ‘9168 *§*185| Pages over the 29,416 pages placed 
Soe | aed Ssecedens “= in September, 1949, and four of the 
cessi ° . : 
Sebelean Geleer.. g*246| five groups reporting showed 4 
Pit & Quarry ............. *136 *148| percentage increase. 
Plating wns... 3485] APproximately 250,000 advertis. 
Power moeeessentessseseres 216 a7 ing pages had been placed in the 
‘ower Engineering .......... : : ‘ 
Practical Builder .......... 133 102 251 reporting P bs blications through 
Printing Magazine ......... 65 55| September, which is a 7,362-page, 
Product Engineering ........ *253 *246 or 2.9% decline from the same 
Production Engineer.ny & b , 
Management ............ 82 71| period last year. 
Products. Finishing (4/2 x n 7 
IE Architecture»... 109 98) 8 The 148 indus:rial papers re- 
Purchasing Perret *205 *235| porting gained 261 pages in Sep- 
5d ehhelll 6 | ember, up 1.5% from last year, 
Railway Age (w.) .......... '248 228| while the 53 trade papers were the 
——— «  n{only group to show a decling 
Railway Hothasienl & - pa dropping 48 pages, less than 1%, 
ectrical Engineer ...... Laatt 
Railway Purchases & Stores .. 110 132 Seven product news P ublications 
Railway Signaling & showed a 9%, 187-page increase, 
Boe bette eee = om while for the first time in more 
Rock Products ........... *93 *78| than a year the 17 export pub- 
gy! a val 2s v7 lications showed an increase with 
Shears .sss-s-..-, 40-47] @ nine-page, 0.8% gain. 
peemere banter Journal .... BS Cumulative figures show Class 
n Lumberman ....... e 
Solan feler & teieiey 74 g4| and product news publications up 
steal BEM Seerinscsenssss 99382 a 1.7% and 3%, repectively, for the 
ok ee ry : 
Telephone Engineer .......... *98 go | Year. Industrial papers are off 
Telaghony (¥.) ai : ae 3.5% to date, trade papers are 
extile Industries 
Tortie World 219 | down 3% and the export group is 
SE hes cde cae ve wend *g4 | off re. 
Tool & Die Journal (5 x 7!) 84 85 ONTH OF SEPTEMBER 
| LL. _Peeeeieest 78 81 Ctenttieation” Pages Pages 
Traffic World (w.) ....... 61130 496 1950 1949 
TT tans heo0s 0909.60 *21 *28 | Industrial 17,669 17,408 
Water & Sewage Works ...... 76 63 | Product News 2,273 2.086 
Water Works Engineering .... §78 §72 | Trade 6,291 6,339 
Welding Engineer .......... 44 39 | Class 2,476 2,384 
Western Canner and Packer .. *39 *42 | Export 1,208 1,19 
Western Construction ....... *81 *85 
Western Industry .......... *46 *47 
Wood Worker .............. *70 *70 Pages 
Woodworking _— 1950 1949 
Se *143 ee O08 oo cn ssnsenceses 39 R 
yo ae §*213 *190 | Super Market Merchandising . 123 ph 
World Petroleum ........... 68 75 br Merchandiser (45¢ x os 8 
Siig fe 669 ? pean spent py ipa 
WOOP vicsbves 17,669 17,408 Wood Conatii ition ae Build. d 
PRODUCT NEWS GROUP tog sedntreae Sor oi 
Volume figures for product news information) = = ““"""°°°°°***"""" , . 
publications listed below are reported in 1/9 page CLASS GROUP 
units (approximately 3/4 x 434”)—not in stand-| advertising Age (w.) 
ard 7 x 10” pages. «64 ee 1194 225 
Electrical Equipment ....... 335 329 | american Funeral Director .. *54 *64 
Industrial Equipment News .. 772 732 | American Hairdresser 42 53 
Industrial Maintenance ...... 157 152 | american Restaurant 81 91 
New Equipment Digest ...... 539 485] Banking (7 x 10-3/16) .... 104 79 
Plastics World ............ 156 137} Chain Store Age— 
Product Design & Fountain Restaurant 
Development ............ 259 212 Combinations .......... 23 2 
Transportation Supply News .. 55. 39} Cleaning & Laundry World .. 44 % 
Total 1/9 page units ..... 2,273 2,086 | Dental Survey ............ 108 16 
eee ory | see ages vsas» 4 7 
ospita anagement ....... 
TRADE GROUP Hotel Management ......... 109 108 
Air Conditioning & Refrigera- Hotel Monthly ............ 37 43 
tion News (w.) (11/2 x - ana | Hotel World-Review (w.) 
err eee ee 45 53 oy |e 51*46 4434 
American Artisan ........... 126 130} Industrial Marketing .......- 108 10 
American Druggist .......... 136 139} Journal of the American 
American Lumberman & Medical t enanan (w.) .. °§*352 4§*316 
Building Products I ais cacucescceces *55 *71 
Merchandiser (bi-w.) ..... 1§*188 §*174 Medical | dO (4% x 
Automotive Digest .......... 95 1 Bee Set eee ee 146 120 
Boot & Shoe Recorder f ‘ Modern Beauty Shop ........ 84 70 
(semi-mo. ) ee aeeseeeree 156 179 Modern Medicine (semi-mo.) 
Building Supply News ...... 149 130] (4% x 6%) .........55. 170 1% 
Chain Store Age— Nation's Schools ............ 96 & 
Administration Edition Oral Hygiene (45/16 x 
Combinations ......... *26 ~ & Cele 112 14 
Druggist Editions ........ 147 115] Restaurant Ma ‘agement ..... 68 6 
General Merchandise— Scholastic Coah ........... 48 54 
Variety Store Editions .. 120 137 | School Execut ve— 
Grocery Editions ........ 116 112 School Equipment News ... 86 % 
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The Eye and Ear Department 


_ 


“The Show of Shows”—NBC-TV on Saturday nights—is an- 
other of NBC’s Cecil B. DeMille type of super colossal produc- 
tions whose cost must be shared among several advertisers— 
or picked up by one single advertiser only five times a year, a 
la Frigidaire with Bob Hope. 

It’s fine and it’s expensive entertainment—perfect for Satur- 
day night. But its sine qua non is Sid Caesar and Imogene 
Coca. Without these superb television comedians, the show 
would be only passable, 
despite its costly sets. 

Unlike Hope. whose 
comedy lies in the fast 
gag, the turn of a phrase, 
Caesar and Coca are 
funny to look at. They 
are funny even when 
imitating an old-time 
silent film, without any 
conversation whatsoever. 
And when they visit a tea 
room together, and dis- 
cuss the silly superstition 
of having one’s tea leaves 
read, only to knock wood, 
throw salt over the 
shoulder and indulge in 
other gestures designed 
Sid Caesar and Imogene Coca get into to ward off bad luck, they 
the swing in their “Show of Shows” (NBC- make the most of visual 

TY).° comedy. 

Arlene Francis is mis- 
tress of ceremonies on this hour and a half show and adds 
nothing whatsoever to it. She appears almost constantly from 
the waist up and indulges in one and a half expressions—smil- 
ing with the eyebrows in normal position, and smiling with the 
eyebrows raised. She announces the next act as spiritedly as a 
printed program suddenly equipped with sound. 

Between appearances of Caesar and Coca, there are produc- 
tion numbers that are excellently staged. But, by and large, 
their chief value lies in helping one while away the time until 
Caesar and Coca have time to change for their next appearance. 
Without them, the title might more appropriately be “Just An- 


other Show Among Shows.” 
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Allied Opens Midwest Office 


Allied Public Relations Associ- 
ates, New York, has opened a 
Chicago office at 231 S. LaSalle St., 
the second major expansion of its 
facilities this year. Gordon R. El- 
well, who formerly had his own 
agency in Orlando, Fla., has been 
named vice-president in charge 
of the midwest region. 


White Stag Appoints Baum 


Charles L. Baum, formerly sales 
promotion director of the Cali- 
fornia Rotogravure Co., has been 
appointed advertising director of 


Storecast Expands Market 


Storecast Corp., point-of-sale 
grocery broadcaster, entered the 
New York-New Jersey market Oct. 
5 via the 114 Acme markets of 
the American Stores Co. The new 
service is being ushered in with 
a two weeks in-store promotion 
featuring the Acme-Storecast Va- 
rieties and a contest to find the 
leading ladies of these store shows. 


Farner Opens Swiss Agency 


Rudolph Farner, formerly part- 
ner in the Paul O. Althaus Agency, 


| Zurich, Switzerland, and prior to 


White Stag Mfg. Co., Portland,| that with Foote, Cone & Belding, 


Ore., sports clothes. He succeeds 
Jason Hervin, who has resigned. 


| has opened his own agency at 25 


Barengasse, Zurich. 


Industrial Equipment News helps you 
reach BOTH your industrial markets 
1. The Market You Already Know 

2. The Market You'd Like to Know 


You reach your known and your unknown market when you place your 
advertising story before the 61,347 operating, engineering and production 
men in all industries who depend on IEN for product news and information. 


Industrial Equipment News is distributed to the more active plants in 
26 major industries and to a limited number of governmental agencies and 
consulting engineers. Every potential market for industrial equipment, 
parts, and materials is covered by this rigidly controlled circulation plan. 

Standard one-ninth page units in Industrial Equipment News (costing 
only $110) enable you to reach the right men in your primary market and 
the very people in all other industries who are on the alert for products 
to adapt to their own use. 

For complete information on the tremendous markets reached by 
Industrial Equipment News, send for the new edition of The IEN Plan, 
just off the press. 


Good for Selling because Used for Buying 


CCAl 
INDUSTRIAL EQUIPMENT NEWS 


Industry's Original Product Information Service 
Thomas Publishing Company, 461 Eighth Avenue, New York 1, N. Y. 
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Represented Nationally by NBC Spot Sales 


Woy 


A GENERAL ELECTRIC STATION 


Serving Albany, Troy, Schenectady, and the Great Northeast 


| | R S T IN LISTENERSHIP-WGY has 37% more day- 
time audience and 45% more nighttime audience 
than a combination of the ten top-rated radio stations 


in its area. 


IN COVERAGE—WGY and only WGY can 
cover 16 metropolitan markets with one radio sta- 
tion. WGY reaches 1,247,000* potential listeners 


with over one billion dollars in retail sales. 


FIRST % Ustener mpact—WRGB eeceived 
103,577' contest entries during eleven programs for 
one sponsor establishing this contest as one of the 


greatest ever held. 


IN COVERAGE—WRGB is now offering tele- 
vision service to more than 300,000 viewers in three 
states—New York, Vermont and Massachusetts—with 


an established 86%* set tune-in nightly. 


Represented Nationally by NBC Spot Sales 


ith 


ELECTRIC STATION 


‘—BMB, 1950 

2—Fall, Winter Hooper Survey, 1950 

3—Ruben H. Donnelly Corp. 

4—General Electric Opinion Study 
Division, 1950 
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Information for Advertisers 


No. 3764. Market Maps for Fort, 


Worth and Western Texas. 


Visualization maps showing fam- 
ily coverage in the Fort Worth 
market area are offered by the 
Fort Worth Star-Telegram. Printed 
in three colors, the two maps show 
the number of families in 100 
counties, as well as figures on the 
newspaper’s daily and Sunday 


coverage. Also given are sales and | 


income figures for the market. 


No. 3765. KSUM Coverage and 
Market Data. 


KSUM, Fairmont, Minn., has 
issued this folder containing data 
on the station’s coverage of south- 
western Minnesota and north- 
western Iowa. It also contains mar- 
ket information, a Conlan Radio 
Report showing distribution of 
listening homes among the various 
stations, and a KSUM coverage 
map. 


No. 3766. Local Coverage of the 

South Dakota Markets. 

How to reach nine out of ten 
rural and urban families in South 
Dakota is told in this brochure is- 
sued by South Dakota Dailies. It 
presents media and market data 
for each of the six locally edited 
dailies serving the six primary 
markets in Dakota. A report on 
buying habits of the families in 
this market is included. 


No. 3767. The World-Herald Cir- 

culation Analysis, for 1950. 

This booklet offers a complete 
picture of the Omaha World-Her- 
ald circulation in Nebraska and 
western Iowa, broken down by 
counties and towns. Also included 
are data on effective buying in- 
come and retail sales for the mar- 
ket. 


Note: Inquiries for the items listed above will not be serviced beyond Nov. 27. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 


—please print or type) 


No. 3769. Population and Sales in 
the Philadelphia Area. 

The Philadelphia Inquirer has 
issued a study, “Population and 
Sales,” covering the 60 counties of 
the Third Federal Reserve Dis- 
trict. It gives a breakdown of re- 
tail sales and figures for the 
wholesale trade, service trades, 
hotels, tourist courts and amuse- 
ments. 


No. 3773. Market and Media Data 

on the San Antonio Market. 

Two market and media data 
folders are offered by the San 
Antonio Express and Evening 
News to show their daily coverage, 
as well as that of the San Antonio 
Express Magazine, of the San An- 
tonio market and 49 counties of 
Southwest Texas. Market data in- 
clude retail, food and drug sales, 
buying income and gross farm in- 
come. 


No. 3775. Radio Listening in Bos- 
ton. 

WEEI offers a new folder 
“Who’s on Top in Boston?” to show 
its coverage of radio listeners in 
the Boston area. It contains 
graphs showing the station’s share 
of the radio audience and a station 
comparison between average 
quarter-hour listening by radio 
families. 


No. 3776. The Variety Market. 
This market analysis is offered 
by Variety Merchandiser to show 
the size and scope of the 5¢ to $5 
variety store market. It gives de- 
tailed information on buying pro- 
cedures and trends in department 
stores. Also given is list showing 
locations of buying offices of na- 
tional and sectional variety chains 


of 10 or more stores. 


NAME TITLE 
COMPANY 

ADDRESS 

CITY & ZONE STATE 


WHATCHA GOT? 
Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 


MATES 75 per ~~, minimum charge $3. 


nsertions oa 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING | 


PERSONNEL 
All types of positions for men and women | 
185 N. Wabash Fr-2 0115 Chicago 


CAR CARD Advertising Salesman needed | 
for Chicago. Age 30 to 50. Selling exper-| 
jience. $400 to 500 per month. Rush writ- | 
ten details and photograph to 
Box 3398 ADVERTISING ‘—e., 
11 E. 47th St., New York 17, N. 


Wanted: Copywriter 
with ability to work into key position 
in well rated, long-established agency 
handling important national accounts. 
Must like living in medium-sized city, 
and have initative and vision to capi- 
talize a big opportunity for himself. 
Good general experience and ability to 
write well is important. Write fully in 
first letter—samples will be requested 
later. Address: 

Box 3413, ADVERTISING AGE 

200 E. Lllinois St., Chicago 11, Ill. 
Copy Ace-Exper, on nat. consumer accts. 

Strong on food & cosmetics........ Open 

Copy Contact-consumer & tr. exp. Trans- 


portation exp. desirable.................... $7,000 
Sales Training Asst-Good speaker and or- 

ganizer. Sales manual exp................ $4, 
Agey Trainee-Some exper. w 


for agric. implements...... 
2 Preduction Women-Agcy 
Radio Media Clerk-Agcy exp. req bead $3,000 
Ask for ELINOR KENT 
MONARCH PERSONNEL 
28 E. Jackson WA 2-9400 Chicago 4, Ill. 


Advertising Space Salesman for leading 
construction magazine to headquarter in 
Cleveland. Aggressive organization offers 
good opportunity for earnings and ad- 
vancement. Write briefly giving exper- 
ience education and salary asked. 

Box 3417, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 
**AND** 

Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 

THE HONES COMPANY 
14 E, t E, Jackson Blvd. Chicago 4, Ill. 


SPACE REPRESENTATIVE 


Due to promotions as a result of expand- 
ing business a leading business magazine 
has an opening for a young aggressive 
salesman. Some magazine space selling ex- 
perience necessary. Salary, expenses plus 
commission. Car required. Write fully, 
age, experience and salary desired. 

Box 3418, ADVERTISING AGE 

200 E, Illinois St., Chicago 11, LIL. 
Printing Salesman for Chicago area who 
can sell runs of 100M up for web fed ro- 
tary offset on newsprint, up to four col- 
ors, with or without dealer imprint. Also 
long runs on Goss with 23” cut off. Fast- 
est stitching and trimming equipment. 
Write Midwest Printing Co., Minneapolis. 


Copy writer............ Catalogs, etc.............. $5,200 
Industrial Manufacturer 
GEORGE WiLLIAMS—PERSONNEL 
208 S. State St. HA 17-2073 Chicago 4 


POSITIONS WANTED 


Advertising Space Salesman 
College graduate. Forceful public speaker. 
Go-getter for new business. Widely ex- 
perienced in Middle West. Draft exempt. 

Box 3408, ADVERTISING AGE 
2v0 E. Llllinois St., Chicago 11, Ll. 


Copywriter seeks opening, agency or well 
known manu, Top-ranking adv. grad., Jan 
‘49. Mow key copy man tor leaaing mail- 
order firm. Hard/soft lines exp. 4, vet. 
Box 3409, ADVERTISING AGE 
2u0 E, Ulinois St., Chicago 11, Lil. 


ACE PROMOTION & IDEA EXECUTIVE 
Alert. Creative. Clear thinker, Top writ- 
er copy, publicity, radio commer., 6 
years agency copy-contact plus consumer- 
industrial mfg. exper. Knows Sales Train- 
ing, Budget, Media, Product Analysis. 
Age 35, salary open. 

Box 3410, AUVERTISING AGE 

2uu E, hinois St., Chicago 11, iil. 


“UNBELIEVABLE BUT TRUE” 
Sales manager only 27 but with ten years 
experience crammed into three. Hosp. sup- 
pl.es—farming—housewares—dealer exper- 
1ence. Presently earning $4,200. Wish to 
relocate. 

Box 3422, ADVERTISING AGE 

2uu E. Illinois St., Chicago 11, Lil. 


ADVERTISING MANAGER—Heavy 
Agency, Retail, Radio, Direct mail, lay- 
out, copy, production experience. Will 
consider any proposition $12,500 or over. 


Draft exempt. 
ADVERTISING AGE 


in 


oughly—AND GET RESULTS! 


POSITIONS WANTED 
| Baeoe ‘seeks trade pubn. oppor. Chgo. 8 


inches opply on display 


space over 5§ 


rd 


exp. books natl. mag.; science; 
oe, age 33. Start $75 week. 
Box 3412, ADVERTISING AGE 
200 E. lllinois St., Chicago 11, Ill. 
SHOW ME OPPORTUNITY 
I'LL SHOW YOU KNOW-HOW 
This (personable) woman has what it 
| takes to represent you creditably. She can 
sell, write for big-time. Has 16 years exp. 
in advertising, radio, newspaper work. If 
you could use Grade A help, investigate 
Box 3414, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Lil. 
I have a facility for presenting facts 
and ideas clearly. Now employed but want 
improvement. 3 years’ experience on bus- 
iness newspaper, catalog, house organ. 
Wis. grad, married, veteran, 27. 
Box 3415, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Lil. 


TELEVISION WRITER-PRODUCER 
Now writing commercials for two TV 
shows per week & producing 4 shows per 
week for TV-active Chicago agency. Sound 
agency background in copy and routine 
chent contact.....experienced in buy:ng tal- 
ent, selecting time slots, producing films. 
Seek immediate change; samples available. 

Box 3416, ADVERTISING AGE 

200 E, Lllinois St., Chicago 11, Ill. 


Sales-executive handles special work, 
weekly, monthly, fuli-or part-time. Ma- 
ture sales-manager, technical and mercan- 
tile experience, Owns Car, can travel or re- 
locate. P. O. Box 286, Parkersburg, W. Va. 


ONE MAN ADVERTISING DEPARTMENT 
For farm equipment or feed manufacturer. 
Fifteen years experience both farm edi- 
torial and advertising. Know farm media. 
production, and photography. Also can 
bird-dog salesmen, handle publicity and 
house organ. Under 40, family. Price for 


energetic, loyal service, at least $6,000 
to start, less if in small city. Prefer 
midwest. 


Box 3419, ADVERTISING AGE 
a E. 47th St., New York 17, N. Y. 


I WANNA HOME 

with a firm that needs a $5-6,000 a year 
Sales Manager. Presently employed as 
Asst. Sales Mgr & Advt. Mgr of luv,0u0 Sq 
Ft industrial plant having international 
sales. Veteran-27-2 children, No reserve 
status. Willing to relocate, Have proven 
record of wide and varied product exper- 
ience. 

Box 3423, ADVERTISING AGE 

2u0 E, Llinois St., Chicago 11, Lil. 


~~ HUSTLING ADVERTISING MGR. 


Seeks opportunity as Big Man in dept. or 
his asst, Experience in copy, production, 
billing, hse organs, campaign planning, 
dealer contacts, exhibts, sales tr’ng, 
photography, public relations. Vet, 3:1. 
Future counts most. 
x 3420, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


An Irishman Six Feet Tall 
Eager, ambitious, young man seeks oppor- 
tunity selling space in trade paper field. 
University graduate, three years sales 
experience, Veteran, 4A. 

Box 3421, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Double-duty girl available, 10 years ex- 
perience in publishing and agency work— 
sales, production and editorial. Handle 
correspondence and editorial writing. An 
able assistant to a busy executive. Can 
double as personal secretary. Steady and 
capable of assuming responsibility. Chi- 
cago location only. 

Box 3424, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


YOU CAN EMPLOY THE 
BEST ADVERTISING MAN IN TOWN 


* Ad Manager 
*® Asst. Ad Manager 


% The potential’s there . . . ask Mark 
Wiseman of New York City, C. B. Ryan 
of Firestone Tire & Rubber Co., Akron, 
Charley Allen at Northwestern Univer- 
sity, or Don Will of Cleveland. 

% Now copywriting Midwest agency. Ex- 
perience includes newsp reporting, adv 
agency: production manager, buying adv 
large corporation, retail adv manager, 
copywriter large chain merchandising di- 
versified lines. Heavy on copy on“ a 
ating ideas. Married, 2 children, 
Northwestern, 36. Will relocate. 

* If you need a well-rounded, mature 
advertising man (draft-exempt), who can 
think clear] — o—_s wartime re- 
strictions, I'm an. Address Box 
7723, ADVERTI ING "AGE, 200 East Illi- 
nois Street, Chicago, Illinois. 


*® Account Executive 


Box 3411, 
200 E. Illinois St., Chicago 11, Ll. 
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MISCELLANEOUS 


~ Lowest Prices in America on Quality 
PHOTO REPRODUCTIONS! 
Post Card and 8 x 10 sizes 
Samples and prices on request 
GRAPHIC ARTS PHOTO SERVICE 
Box 365, Hamilton, Ohio 


WEB ROTARY OFFSET 
We specialize in Long Runs (100M and up) 
Newsprint circulars up to 4 colors, full 
page, tabloid or quarter page folded on 
press. Dealer imprints made without stop- 
ping presses. Catalogs—paste bound on 
press up to 48 pages, stitched up to % 
pages. Write for samples and prices. 
MIDWEST PRINTING COMPANY 
2037 University Avenue S. F. 
Minneapolis 14, Minnesota 


WE NEED AN 
EXPERIENCED 
COPYWRITER 


National advertising agency 
has opening in its Detroit home 
office for an experienced 
agency copywriter with proved 
ability to develop original 
ideas, unusual headlines, and 
intriguing copy. 

This man will be a key writer 
on an important automotive 
account. He will have a back- 
ground of successful copy writ- 
ing on newspaper and maga- 
zine campaigns. He will have 
the ability to create distinctive, 
out-of-the ordinary advertise- 
ments. He will probably be in 
the 35 to 45 age bracket with 
plenty of ambition to go far 
beyond his excellent starting 
salary. 


If you meet all of the above 
qualifications, write us a letter 
outlining your experience and 
stating your age and salary 
requirements. Our employees 
know about this ad. Address 
Box 7724, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, 
iil. 


YOUR MAN? 
I have 10 solid years aggressive ad- 
vertising and sales experience to of- 
fer to an alert manufacturer now 
seeking an advertising, sales promo- 
tion, or assistant sales manager. 
Complete knowledge agency rela- 
tions, ad campaigns, technical man- 
uals, catalogs, sales bulletins, letters, 
trade exhibits, etc. Wide experience 
with industrial, hardware, automo- 
tive, machinery, electrical, construc- 
tion equipment distributors and 
dealers. 36 years old, married and 
family, good health. West side Chi- 
cago or suburbs preferred. $6500 a 
year minimum. Now employed. Per- 
sonal interview requested. 
Box 7717, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Agencies with 10 
to 40 Employees 


Would you like to exchange figures and 
compare methods with non-competitive 
advertising agencies in your volume class? 
We are a group of agencies located from 
coast to coast who help each other in 
many ways, frequently acting as branch 
offices for each other in addition to ex- 
changing information. If interested you 
are cordially invited to write Box 17704. 
No obligation, of course. Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


TO OVERWORKED AD MANAGERS 
TO UNDERSTAFFED AGENCIES 


HERE'S HELP! 

One of Chicago’s younger (but experi- 
enced) advertising and sales promotion 
men is ready, willing and able to go to 
work for you. Starting my own creative 
service after years in agencies and as 
advertising-sales promotion manager. 
Worked on many national accounts in 
appliances, foods, elothing, paints — both 
consumer and industrial. Will create | 
ad, 1 campaign, or all your work. If de- 
sired, will handle 'ayout, art, printing, as 
well as copy. This is top-grade service, 
recommenuei and approved by nation’s 
No. 1 companies 

Box 7719, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Do You Want New York Accounts? 
Successful sales team with office at 270 
Park Avenue now active with graphic 
arts service to advertising agencies and 
national firms desires allied line as 
broker or factory representatives. 
Box 7707, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 
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DEDICATE $1,000,000 CENTER—Guests of 

party and supper celebrating dedication of the station’s new $1,000,000 radio-tele- 

vision center were, left to right: Eddie Whitlock, manager, WRNL, Richmond; H. A. 

Seville, manager, WCAV, Norfolk; J. W. Shultz, president, Virginia Assn. of Broad- 

casters; Eddie Edgar, sales manager, WGH, Newport News; Jack Norfleet, manager, 

WSAP, Portsmouth; Earl Harper, manager, WNOR, Norfolk, and Robert Moody, 
WRVC-WRVA, Norfolk and Richmond. 


Olin Hopes to Get WAAB 


Bruff W.-Olin, part owner of 
Station WQUA, Moline, IIll., has 
filed a proposai with the Federal 
Communications Commission to 
take over the ownership of Sta- 
tion WAAB, Worcester, Mass. Mr. 
Olin is president of the Olin Corp., 
under which the Worcester station 
will be operated. The cost of the 
transfer is estimated at $100,000. 


Finn Joins ‘TV Guide’ 


Hugh Finn has joined TV Guide, 
New York, to specialize in cosmet- 
ic advertising. For many years, 
Mr. Finn has been associated with 
the cosmetic field and a member of 
the board of governors in the 
Foragers of America. 


Pepsi-Cola Elects Carkner 


James W. Carkner, one of the 
original founders of the Pepsi- 
Cola Co., New York, has been 
elected chairman of the board, 
succeeding Walter S. Mack Jr. 


WANTED 


Advertising 
Sales Promotion Manager 
With Petroleum Experience 


There is a position open on the advertising 
staff of a well-known Eastern manufacturer 
of products for the petroleum industry. 


The person required must be a competent, 
experienced advertising man of good reputa- 
tion who thoroughly understands the techni- 
cal, marketing and advertising aspects of the 
oil industry. 


He should have graduated in petroleum or 
chemical engineering, or received technical 
training on the job. Refining, sales and ad- 
vertising experience in the petroleum field 
are also essential. 


You may write to us in strictest confidence 
if you are between thirty and thirty-eight 
and are interested in applying your advertis- 
ing ability and knowledge of the petroleum 
industry to profitable advantage. 


Include a complete resumé of your edu- 
cation, experience, salary requirements and 
other personal data. 


Box 7721, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Reddy 


and I met just one year ago. We 
teamed up in radio and newspapers 
to promote private power in the Pac. 
NW. What agency has a similar ob- 
jective in its area, needs ad man to 
help? If you have real opportunity 
for a young copywriter, write John 
Hewitt. Box 7726, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, 
Ill., for full details. 


Long Live Reddy Kilowatt! 


Sales Representative Wanted 
New York or Philadelphia 


Progressive publisher of new equipment 
tabloid type publications has opening for 
high grade producer. Large volume of 
advertising running regularly. Location 
New York or will rearrange territories 
for good man at Philadelvhia. 
Box 7715, Advertising Age 
11 E. 47th St., New York 17, N. Y. 


WILL SELL THIRD INTEREST for $3,000 


I have exclusive representation of one 
*f America’s spectacular publications with 
* circulation of 200,000. Large size with 
over 100 pages. Four color printing. Party 
must have good references, be congenial 
and have sales ability. Chicago head- 


WTAR (AM, FM, TV), Norfolk, at a cocktail 


WTAR Dedicates 
$1,000,000 Radio-TV 
Center in Norfolk 


NorFOLK, Oct. 9—A _ $1,000,000 
radio-television center, housing the 
offices, studios and equipment of 
the WTAR Radio Corp., was 
opened formally Sept. 20, when 
cornerstone laying and dedication 
ceremonies were held. 

The center has three stories and 
a mezzanine, and the architecture 
is modern. Marble and granite for 
the lobby and trim of the front 
were imported from Italy and 
Sweden. 

WTAR has been operating its 
television plant in the new build- 
ing since April 2, and completed 
its radio move there in June, while 
interior construction work was 
still under way. It took more than 
20 months to build the center. 

WTAR Radio Corp. is a sub- 
sidiary of Norfolk Newspapers Inc., 
publisher of the Ledger-Dispatch 
and the Virginian-Pilot. 


Publication Changes Name 

Safety Engineering, published 
by Alfred M. Best Co., New York, 
has changed its name to Safety 
Maintenance & Production, effec- 
tive with the October issue. 


Cox Joins Station WLAW 

Reginald E. Cox Jr. has joined 
the sales staff of WLAW, Law- 
rence, Mass., as an account execu- 
tive. 


Looking for Ability . . . 
Plus Stability and Compatability? 


My background has a crusading flavor 
to it—that is, I’ve hollered like hell 
every time I saw good taste violated or 
sound practice ignored in advertising. 
(There’s some advertising that smells — 
and not quite enough that sells!) For 
20 years I’ve worked hard in all phases 
of advertising and crusaded for straight- 
forward, readable copy that does its tell- 
ing job in advertisements that do a selling 
job. This experience includes newspaper, 
radio, direct mail, display and selling — 
topped by more than seven years as chief 
contact man in a small agency on a million 
dollar account. Have worked with a wide 
variety of products from housewares to 
sporting goods, both consumer and indus- 
trial. Yes, I'm old enough (39) to have 
had a well-balanced background and 
young enough to tackle any of today’s 
toughest advertising problems. Let’s get 
together — if you're interested in someone 
with an intense appetite for work — seek- 
ing greener pastures as agency contact, 
copy man or as advertising manager. 


Box 7725, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, III. 


| WANT A MAGAZINE 

to represent that is entitled to more ad- 
vertising than it is now receiving. Com- 
mission basis only. have an unusual 


and officer of successful 
Chicago office. 

Box 7718, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


publications. 


ACCOUNT EXECUTIVE 
Well-known 4A Adv. Agcy. long 
on food a/cs needs expd. acc’t 
exec. Present Adv. Mgr. of na- 
tional groc. mfg. preferred. Write 
in confidence full details, salary 
desired, etc. 

Box 7722, ADVERTISING AGE 


Quarters. Box 7720, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


200 E. Illinois St., Chicago 11, Ill. 


sales record when advertising manager | 


For right-now response 
that makes ads really 


pay off in sales 
TELL YOUR STORY N 


See Need for Anticipate 


BarnHardware Peak Year 


Buyer Registration Up =. 
25% at Hardware Show = 


NEW YORE Evidence af borer door Badges tor 
Nemenal Herdwore 


rte arn, 


Lonvenvence of 


Netw 
1 Contract Hardware ceive sdmuson 
sevety of Architer- end do not have te 


Tabloid newspaper format 
for fast, easy reading with every 
ad next to editorial at no extra cost. 


Controlled monthly circulation over 40,000 to 
more than 31,000 rated retail hardware stores 
and to every buyer in every full line 
wholesale hardware house. 


Big inquiry response that proves readership! 
Get the most for your money! Buy H&H now! 


Hardware & Housewares 


The Irving-Cloud Publishing Company 
8th Floor Daily News Bldg., Chicago 6 
PUBLISHERS OF JOBBER TOPICS AND SUPER SERVICE STATION 


NEW YORK: CLEVELAND: SAN FRANCISCO: LOS ANGELES: 
122 East 42nd St. 856 Leader Bldg. 582 Market St. 1127 Wilshire Blvd. 
Murray Hill 9-1237 PRospect 1-7946 GArtfield 1-2481 MAdison 6-1271 
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FCC Begins Study of 
Widened TV Coverage 


(Continued from Page 1) 
well under way. (RCA is con- 
tinuing experimental color broad- 
casts here.) 


s The commission’s report reiter- 
ates the findings of the first re- 
port on color television, issued 
Sept. 1 (AA, Sept. 4). At that time, 
FCC said it favored CBS color, but 
would delay a final decision if 
manufacturers agreed to install 
“brackets” in their sets to assure 
that future sets would be capable 
of picking up CBS signals in black 
and white. 

CBS color is rated as “most 
satisfactory” from the standpoint 
of texture, color fidelity and con- 
trast. Other systems are described 
as “complicated” and “unsatisfac- 
tory,” but CBS receivers and sta- 
tion equipment are said to be 
“simple to operate” and receivers, 
“when produced on a mass mar- 
keting basis,” are said to be “with- 
in the economic reach of the great 
mass of the purchasing public.” 

The commission acknowledged 
that the CBS system is currently 
limited to 12%” tubes, but sug- 
gested that the public might pre- 
fer smaller color pictures to larger 
sets limited to black and white. 


a “In any event,” FCC said, “if 
both types of receivers are of- 
fered to the public, it will be the 
free forces of competition which 
will govern whether a customer 
buys a color receiver or black and 
white. Moreover,” FCC said, “the 
adoption of CBS color will furnish 
a healthy incentive to all manu- 
facturers to develop larger size 
direct-view color pictures.” 

Commissioners George Sterling 
and Frieda Hennock refused to go 
along. Both said that FCC should 
have made more of an effort to 
come to terms with manufacturers 
on a “bracket.” Commissioner 
Sterling, an engineer, said there 
have been many recent develop- 
ments, and that it would have been 
“prudent” to take time out to see 
these before finally adopting an 
incompatible system. 


# On its part, the commission 
commented that, in the radio field, 
many theoretical systems exist, 
“but it is a long step to successful 
operation. There can be no as- 
surance that a system is going to 
work until the apparatus has been 
built and has been tested. None 
of the new systems or improve- 
ments in systems meet these tests 
so as to warrant reopening of the 
hearing. To do so would be in- 
viting the risk that these new sys- 
tems might fail as have all color 
systems in the past which we have 
been urged to adopt on the ground 
of compatibility, and the increase 
in the number of receivers in the 
hands of the public would make it 
extremely difficult to adopt an 
incompatible system—a system 
which we know is satisfactory.” 

In writing its decision, and in 
dismissing petitions for additional 
time from RCA and Color Tele- 
vision Inc., FCC carefully built 
defenses against any attempt by 
industry members to block the de- 
cision through an injunction ac- 
tion. 


® It reminded RCA and CTI that 
there had been 26 days of hear- 
ings; that 9,717 pages of testimony 
had been recorded, 53 witnesses 
heard, 265 exhibits received, and 
eight separate demonstrations held. 
Asserting that all proceedings 
Teach a point “which calls for ad- 
Ministrative finality,” FCC com- 
mented that “the state of the tele- 
Vision art is such that new ideas! 


Actually, CBS color has been 
before the commission for ten 
years. In 1947, FCC turned down 
CBS’ request for color on a 12 
megacycle channel, as wasteful of 
spectrum space. The new system 
uses six megacycles, the same as 
existing black and white. 

During the hearings, manufac- 
turers united in opposing the CBS 
system because of the incon- 
venience and expense for set 
owners. They pointed out that it 
produces a 405-line picture, com- 
pared with 525 lines for existing 
black and white. CBS answered 
that the 405-line color picture is 
actually more satisfactory than the 
more detailed black and white pic- 
ture. 


a FCC received testimony that 
set owners will have to spend be- 
tween $20 to $50 to adapt their 
present sets to pick up CBS color 
in black and white. Sets with tubes 
of maximum 12%” size can be 
converted to color for $50 to $100. 

Several small manufacturers in- 
dicated they would be willing to 
build converters and sets for CBS 
color. None of the major com- 
panies would commit themselves. 

The immediate outlook appeared 
to shape up this way: 

For some time to come, most TV 
stations would continue to broad- 
cast black and white, and most 
set production would be black and 
white. Except during periods when 
color was broadcast, present set 
owners would be undisturbed. 


s That the introduction of color 
would rest with CBS. During the 
hearings, CBS President Frank 
Stanton testified that his organ- 
ization would begin color broad- 
casts a few hours each day, and 
would increase the amount of color 
as the audience increased. During 
color periods, b&w set owners 
would switch to other stations. 

Color broadcast by CBS or any- 
one else would be confined to “off 
hours” for the present. As the 
volume of color broadcasts in- 
creased, b&w set owners would 
install adapters, enabling.them to 
pick up a usable picture in black 
and white from CBS color. They 
would continue to get high quality 
pictures from black and white 
broadcasts. 

Barring further developments, 
owners of large-size screens will 
eventually buy new sets, or re- 
sign themselves to “degraded” 
b&w pictures from color signals. 

In its decision today, FCC took 
one last crack at RCA for arguing 
that the CBS system failed to meet 
the commission’s “criteria.” FCC 
pointed out that CBS, alone, of the 
three systems, demonstrated any 
method of converting black and 
white sets to color. 


CBS READIES PLANS 
FOR BURST OF COLOR 


New York, Oct. 12—Voicing the 
belief that all segments of the in- 
dustry will cooperate in bringing 
color TV to the public as rapidly 
as possible, Frank Stanton, pres- 
ident of CBS, said: 

“We will shortly announce spe- 
cific plans in a number of different 
areas of color television activity. 
These will include a color broad- 
cast schedule which within the 
next two months will reach the rate 
of 20 hours weekly. Many of the 
programs will be made available 
to stations in the 45 markets con- 
nected by coaxial cable and radio 
relay. In addition, arrangements 
will be announced for public dem- 
onstrations of color television, as 
well as for clinics on color tele- 


and new inventions are matters vision for manufacturers, broad- 
of weekly, even daily occurrence.” | casters, TV service organizations, 


In 1919 something happened to — 


WOMEN 


Lovely sex—women, 

but unpredictable. 

In 1919 something really big happened 
to women ...something they had been 
after for decades. Something that put 
them right on a par with the pants- 
wearers of this land. 

In 1919 the ladies got the vote. 


Since that time it's been written 
tight into the 19th Amendment of 
our U. §. Constitution that a women 
can vote if she's a citizen 

So what happened? 

It could appear that permission 
to vote was all the female sex was 
asking for. When they got the privi- 
lege of marking an 'X for or agrinst 
the candidate of their choice. they 
promptly stayed home in droves on 
election day. 


However, men. who have had the 
franchise to vote free since men bled 


and died for it in 1776, don't do « 
whole lot better 

Votes are the seeds of freedom. 
Tan't it strange that 45 million qual- 
ified voters failed to “plant those 
seeds” in the last Presidential elec- 
tion? 

len't it @ strange thing that so 
many think so little about the 
greatest American day of the year 
—~Election Day? 

Mame loves Papo 

Papa loves Memo 

De Moma and Pape love America? 


"mark your 


for freedom _Vote Nov.7 


As part of the American Heritage Foundarion's Program this is consributed in the public Interest Dy 


SPONSOR'S NAME 


MARK YOUR X—This is one of the Advertising Council's get-out-the-vote ads pre- 
pared, via Leo Burnett Co., for advertisers to use before election day. 


advertisers and agencies.” 

Few manufacturers had shown 
signs of the hoped-for cooperation 
as ADVERTISING AGE went to press. 
Typical of reactions was that of 
David Sarnoff, chairman of the 
board of Radio Corp. of America, 
whose color TV system was turned 
down in favor of CBS’ field se- 
quential system. He flayed the 
commission for adopting an “in- 
compatible, degraded color tele- 
vision system.” 


we “We regard this decision as 
scientifically unsound and against 
the public interest. The hundreds 
of dollars that present set owners 
would have to spend and future 
set owners would have to pay to 
obtain a degraded picture with an 
incompatible system reduces the 
order to an absurdity,” he stated. 

Only one manufacturer—Web- 
ster-Chicago Co.—which has’ been 
working with CBS, has announced 
it will produce color converters 
and market them about the end of 
the year. Hallicrafters Co. denoun- 
ced the decision as “craven,” but 
said it is “willing” to make re- 
ceivers which can be adapted to 
CBS color, but does not anticipate 
much of a market for them. Tele- 
Tone Corp. and Celomat Corp. also 
announced early production of 
converters and adapters. 

With millions of dollars in roy- 
alties at stake in the color battle, 
many people have felt. that RCA 
would be among those taking the 
fight to court. But others may beat 
RCA to the punch. Isadore Gold- 
berg, president of Pilot Radio 
Corp., immediately said his com- 
pany would apply for an injunc- 
tion. Retail Radio-TV-Appliance 
Dealers Assn., New York, called 
a special meeting for Oct. 18, and 
Radio-Television Manufacturers 
Assn. called an emergency session 
in New York for Oct. 16. 


w Long prepared to go all out to 
sell the country on color video 
if given the opportunity, CBS is 
not expected to be deterred by 
lack of enthusiasm from other 
quarters. If necessary, Columbia 
is expected to take the lead in the | 
setting up of a $50,000,000 cor- 


|; poration to produce CBS color 
| sets. Mr. Stanton said CBS’ role 
in this would be to “stimulate 
| business men to invest in such a 
company.” The network, he asserts, 
has no plans to invade the manu- 
facturing field. 

Tentative plans are for Colum- 
bia to start color telecasting from 
WCBS-TYV in off hours late next 
month. Stations on the live net- 
work wishing to pick up these 
programs will be able to do so with 
the same transmission facilities 
employed for black and white 
telecasts. 


s To carry color telecasts locally 
stations will need a color camera. 
A CBS spokesman estimated that 
such a color camera costs around 
$20,000; b&w cameras can be con- 
verted to color for approximately 
$4,000 to $5,000, he said. 

Despite the belief of many per- 
sons to the contrary, CBS main- 
tains that production costs for a 
color show will not be a great 
deal higher than those for the 
same program on monochrome 
video. 

If legal difficulties do not pre- 
vent Columbia’s taking the plunge 
into color TV next month, the net- 
work is expected to herald the 
event with a heavy advertising 
campaign in magazines, newspa- 
pers, radio and video. 


Publicker Industries 
Promotes Smith and Dietz 
R. Robert Smith, formerly gen- 


eral sales manager of Continental 
Philadelphia, a 


Distilling Corp., 
subsidiary of 
Publicker Indus- 
tries, Philadel- 
phia, has been 
promoted to the 
newly created 
position of direc- 
tor of advertis- 
ing, merchandis- 
ing and sales pro- 
motion of Pub- 
licker and all its 
subsidiaries. 
Mark Dietz, a RK. Smith 
assistant general 
sales manager of Continental Dis- 
| tilling for the past eight years, has 
been advanced to general sales 
manager. 
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4-Game Series 
Too Short for 
$975,000 Backer 


(Continued from Page 1) 
each as a contribution toward the 
cost of the rights. 

DuMont refused to participate in 
the pool telecasts, explaining: “It 
is unsound for networks to finance 
any advertiser’s use of the nation’s 
entire television facilities to pro- 
ject that advertiser’s sales mes- 
sage.” 


es Although the razor manufac- 
turer did not make public the 
terms of its agreement with the 
three video networks, informed 
sources believe Gillette paid noth- 
ing to the 75 interconnected sta- 
tions in 49 cities for their time. At 
least one network paid its affiliates 
for one hour of time on each day 
they carried a game. It is ex- 
pected that other networks must 
have done the same to keep their 
affiliates happy. Owned-and-oper- 
ated stations of the networks re- 
ceived no time payment of any 
sort. 

TV stations carried the World 
Series gratis in 1949. 

Gillette estimated its baseball 
“knot hole gang” —TV audience 
only—this year at 40,000,000 per- 
sons. This was figured on the basis 
of six-plus per set for 6,250,000 sets 
in the area reached by live net- 
working facilities. 

To give these 40,000,000 people 
a World Series peep hole, Gillette 
paid $162,500 daily. This figure is 
arrived at by subtracting the net- 
works’ contribution of $150,000 
from the $800,000 cost of the rights 
and dividing the remainder by 
four. 


a Based on Gillette’s estimate of 
the daily TV audience and the 
above daily expenditures for each 
of the four games, the company’s 
cost per game per viewer reached 
was .004¢. 

A more accurate count on actual 
tune-ins in radio and video homes 
will be available after Gillette 
hears from Videodex and Crossley, 
which were assigned to make spe- 
cial ratings on the series—the lat- 
ter for both media—Videodex for 
TV only. 

Jay & Graham Research (Video- 
dex) reported an average 32.9% of 
TV sets in Chicago were tuned to 
the first three series games. Pulse 
Inc. in a special survey found 
43.4% of TV sets (in six cities) the 
first day and 49.5% (four cities) 
the last day were tuned to the 
series. Pulse’s ratings were weight- 
ed according to set circulation. 


@ Unlike the advertiser, Mutual 
Broadcasting System was happy to 
see the 1950 series end with four 
games. The network’s agreement 
with the longtime sports sponsor 
calls for payment for two hours 
daily for four games; time for 
games after that is on the house. 

This year’s commercial lineup 
included 900 stations—695 in the 
U. S., the remainder in Canada, 
Latin America, Alaska and Hawaii. 

Featured products on the com- 
mercials this year were super 
speed razor sets, blue blades and 
shaving cream. Live TV commer- 
cials featured endorsements by 
top baseball stars. 


Introduces Color Blender 


Rollocolor, a new method of 
changing and blending color light- 
ing using controls similar to those 
on a radio has been produced by 
Color Lighting Corp., New York. 
The system is designed for decor- 
ative as well as display purposes. 
Control knobs make it possible to 
light any area wired with Rollo- 
color with numerous color com- 
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RCA Sets Up New Division’ 


RCA Service Co., Camden, N. | 


J., has set up a special government 
service division to coordinate ex- 
panding activities and expedite 
government requirements. P. B. 
Reed has been named manager of 
the new division with the title 
of vice-president. 


Forgan Appointed A. M. 


Robert C. Forgan has been ap- 
pointed advertising manager of 


American Home’s mail order sec- | 
He} 


tion, the “Market Place.” 
joined the magazine last summer 
and replaces William Fischer, who 
has moved over to the Ladies’ 
Home Journal. 


| Names McElmoyl, Hillmer 


| Frank B. McElmoyl has been 
| appointed media director of Morey, 
Humm & Johnstone, New York 
| agency, and Mrs. R. Hillmer as- 
| sistant media director. Mr. Mc- 
| Elmoyl was formerly an account 
| executive of the agency and Mrs. 
Hillmer, space buyer. 


Schipper Opens PR Office 


J. Edward Schipper, vice-presi- 
dent of Kudner Agency, New York, 
is resigning Oct. 15 and will open 
an office as public relations coun- 
sel in Detroit, where he had an of- 
| fice prior to joining Kudner. The 
| Kudner agency will be among his 
| clients. 


COVERS THE RICH 


*800-MILLION 
AKRON MARKET! 


Akron’s ONLY daily 


and Sunday newspaper 


enjoys the unique distinction of covering one 
of the country’s largest and richest markets. 


Sell every Beacon Journal reader and you 


sell the entire Akron Market. 


That’s why we 


say, “In Akron, ONE and ONE ALONE can 
do an adequate selling job for you.” 


GIVE THE MAN A CHANCE 
Let HIM choose the mat 


It is the agency’s production manager speaking to one of 
the bright boys in his department. “This mat requisition 
is OK, except, I see, you are trying to tell the mat molder 


what mat to use.” 


“You can’t hold a man responsible for results and tell 
him how to do the job. He knows a lot more about mats 
than we do. Talk to him. Tell him we want a bang-up job 
with a top quality mat, but that the rest is up to him. That 
puts him on his mettle and you will get better results than 


by trying to dictate. 


CERTIFIED DRY MAT CORPORATION 
9 Rockefeller Plaza, Dept. C, New York 20, N. Y. 


For dependable 
stereotyping, rely on 


fied 


Good Budgets Sell 
Management on Ad 
Programs: Chapple 


Cuicaco, Oct. 10—A_ properly 
worked out advertising budget is 
one of the most important tech- 
niques an advertising manager can 
use to sell top management on the 
value of his ad program, accord- 
ing to Bennett Chapple Jr., vice- 
president of sales, U. S. Steel Corp. 

Mr. Chapple, who also is pres- 
ident of the National Industrial 
Advertisers Assn., told members of 
the Chicago Industrial Advertis- 
ers Assn. last night that there are 
as many as 24 different methods 
for preparing an ad budget, but 
the important ones can be placed 
in three groups: 


ws 1. Percentage or per unit meth- 
ods. Most budgeting systems fall 
into this category, where the ap- 
propriation is based on a fixed or 
varying percentage of profits, 
costs or some other element. 

2. Business climate methods. 
These budgets are set in relation to 
current business conditions, and 
in some cases on the basis of what 
competing firms are doing. 

3. The sales objective or task 
method. Under this method, a 
definite sales goal is set for each 
product, and the type and amount 
of advertising deemed necessary 
to accomplish the objective is de- 
termined. 


s This last system, Mr. Chapple 
said, is used by only 30% of in- 
dustrial advertisers, according to 
a survey conducted by NIAA, 
while the other 70% use other 
methods or combinations of meth- 
ods. Placing himself with the 
minority, he said he is firmly con- 
vinced that the task method is 
best suited to industrial advertis- 
ing. 

By establishing a specific sales 
objective for each product, Mr. 
Chapple pointed out, you put ad- 
vertising where it belongs—as part 
of an over-all sales plan, one of 
several tools to be used to assist 
the sales organization. 

In order to set up product sales 
objectives, he continued, you must 
have the following basic informa- 
tion: (1) knowledge of the mar- 
ket; (2) knowledge of the prod- 
uct and its profit possibilities; and 
(3) information about competitors’ 
advertising activities. 

After the sales objective has 
been set for each product, based 
on adequate information on mar- 
ket, product and competition, the 
final step in the task method is the 
selection of advertising media 
necessary to accomplish the ob- 
jective, Mr. Chapple concluded. 


Uses Seattle History Ads 


Washington Title Insurance Co., 
Seattle, has begun a year-long ad- 
vertising campaign, recounting 
early episodes in Seattle’s history. 
Purpose of the drive is to provide 
a background for the city’s cen- 
tennial year, and to supply a back- 
drop for the story of the company. 
Monthly five-column ads are ap- 
pearing in daily newspapers. Pa- 
cific National Advertising Agency, 
Seattle, handles the account. 


Gold Seal Wins Suit 


Gold Seal Co., Bismarck, N. D., 
has been awarded the verdict in 
an action brought against the com- 
pany by Earl J. Witt, formerly 
Gold Seal sales director, for $500,- 
000 damages for alleged breach of 
contract. The U. S. district court 
for the northern district of Illinois 
held that the contract was in writ- 
ing and that Gold Seal Co. had 
fully complied with all of its ob- 
ligations under the contract. 


Miss Collins Opens Agency 


Miss Nan M. Collins has re- 
signed as account executive and 
secretary of Roland G. E. Ullman 
Organization to open her own ad- 
vertising agency in Philadelphia. 
Her offices are at 112 S. 16th St. 
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AWARD FOR LESTER—Citation of achievement is presented television star Jerry 

Lester at the annual president's dinner of the Poor Richard Club in Philadelphia. 

Left to right are Al Lightcap, dinner chairman; Harry Hawkins, past president of 

the club and business manager of the Philadelphia Bulletin; Jerry Lester; James 

J. D, Spillan, president of the club and vice-president of Benjamin Eshleman Co.; 

Harold LeDuc, vice-president of Bell Telephone Co. of Pennsylvania (behind Mr. 
Spillan); and Robert Lukens, club treasurer. 


600 W. VAN BUREN ST. © CHICAGO, ILL. © ST. 2-5367 
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% ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC, 
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Ad Plans Must 
Be Readjusted, 
JAA Meet Told 


Business Paper Execs 
Discuss Effect of War 
Economy on Ad Programs 


New YorK, Oct. 9—Prospects 
for industrial advertisers in the 
face of increased military require- 
ments were outlined today before 
the Industrial Advertising Assn. 
by publishers and editors of bus- 
iness papers in six basic industries. 

They were unanimous in pre- 
dicting increasing shortages of 
raw materials, and all were agreed 
that industrial managements must 
readjust their advertising pro- 
grams to meet impending change. 

Wallace Traendly, publisher of 
Chemical Engineering, predicted 
that war or semi-war conditions 
will continue for several years and 
that the next ten years will see an 
increased productive capacity of 
about 70% in the chemical in- 
dustries, instead of the 30% that 
had been anticipated before the 
Korean War. He said that capital 
expenditure in the chemical in- 
dustries will continue at a rate of 
about $3 billion annually for the 
next decade. 


s “The first World War,” Mr. 
Traendly said, “developed Amer- 
ica’s synthetic dyestuff industry. 
The second World War developed 
our synthetic rubber industry. The 
third World War, or our apprehen- 
sion of it, will accelerate develop- 
ment of our synthetic fabrics in- 
dustry. 

“Now about 26% of our fabric 
requirements are being met by 
synthetic fabrics; by 1960, the 
figure is likely to be closer to 
40%,” he predicted. 

“In the face of probable in- 
creasing shortages,” he suggested, 
“continuation of advertising is 
essential to keep customers advised 
of changes, of better maintenance 
methods, and for helping dealers. 
With war and the threat of war, 
advertising must change to meet 
changing situations. Markets don’t 
hole up in bomb shelters. They 
keep going and have to be serviced 
and informed. 

“Manufacturers and advertising 
agencies should remember what 
they did or should have done in 
the last war, and be governed ac- 
cordingly.” 


# Thomas S. Holden, president, F. 
W. Dodge Corp., estimated that, 
on the basis of present government 
requirements, about 15% of the 
over-all production capacity of the 
nation will be needed for military 
purposes. Part of this, he said, 
will be met by expanding plant 
facilities and part by cut-backs in 
production for the normal civilian 
market. 

Mr. Holden predicted a sharp 
tut-back in construction activity 
hext year, but, he said, it will con- 
tinue at a rate in excess of the 
pre-World War II total. Adver- 
tising will have new opportunities, 
he added, to promote materials 
Substitutes and new techniques of 
maintenance. 

George F. Sullivan, managing 
editor of Iron Age, stressed the 
fact that more educational work 
must be done by advertisers and 
business papers to acquaint new- 
Comers in government and in- 
dustry with what is available, how 
to maintain what we have, how to 
conserve raw materials, and how 
to use substitutes. 


® He mentioned the change in 
buying habits in the civilian mar- 
ket since pension plans, hospital- 
¥ation, unemployment insurance 


and ‘similar social benefits have | military expansion for a number Radio Cincinnati Inc., 
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which! of the three stations. Lila Lambert, 


become general. These programs, | of years ahead. This means we are operates WKRC-AM, WKRC-TV formerly in charge of sales pro- 


he said, tend to do away with the faced with many readjustments and WKRC-FM, Cincinnati. 
| and cut-backs in civilian produc- | had been public relations director signed. 


old incentives for saving. 

Mr. Sullivan predicted further 
shoriages in steel products, es- 
pecially sheets. About 35% of steel 
sheet production will be going into 
production of government orders 
by the first quarter of 1951, he pre- 
dicted. 

E. D. Fowle, publisher of Food 
Industries and Textile World, de- 
clared that frozen foods will play 
an important part in the next war. 

Shortages in food products and 
textiles are beginning to appear, 
he said, and canners are beginning 
to be affected. 

Advertising copy must be of the 
institutional or service type in 
order to hold markets, he con- 
cluded. 


ws Alex E. Javitz, associate editor 
of Electrical Manufacturing, said 


that electrical energy sold as of 
Sept. 30 totalled 6,503,008,000 kw. 


tion. 

“It is likely in the near future,” 
he continued, “that military re- 
quirements will take $17 billion 
worth of electric and electronic 
equipment. It is inevitable that the 
impact of military requirements 
will force cut-backs in civilian 
production.” 

Stuart Heinritz, editor of Pur- 
chasing, said that the major factor 
in purchasing today is delivery 
rather than price. During the early 
part of this year, he said, pur- 
chasing commitments averaged 
60 days. Now, 28% of industrial 
purchasing agents are placing 
orders for delivery 90 days to five 
months from date of order. The 
prospects are that this will con- 
tinue throughout the first quarter 
of 1951, he predicted. 


WERC Advances Gregg 


He | motion and merchandising, has re- 


YOUR ADVERTISING DOLLAR 


BUYS 


LOW COST PER THOUSAND 


It costs less to reach each pros- 
pect in DIESEL PROGRESS’ blue 
ribbon circulation—because 
DIESEL PROGRESS offers a low- 
er cost per thousand than any 
other paper exclusively serving 
the diesel market. 


Write today for DIESEL PROGRESS 
Market Data and Media file 


Rex W. Wadman, Editor and Publisher 


Editorial and Production Office. 


Advertising Office: 


hrs. “We are all committed,” he 
said, “to a mounting increase in| to head all promotion activities of 


Frederic Gregg has been named 


816 N. Lo C.-nega Bivd., ior Angeles 46, Calif 


2 West 45th St. New York 19, NY 
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Experience and a full knowledge of the current an 
historical facts prowide the soundest basis for judg 
ing the significance of recent events. What da 
experienced business men think about our econom: 
future? What have we accomplished in productio) 
employment, and economic stability? In what dire: 
tion do the indicators of business activity point? 


BUSINESS MEN’S EXPECTATION’ 


,, DECREASE NO CHANGE ne 
4 ; 


Partners. 


73% of DUN’S RE- 
VIEW circulation 
reaches titled officers 
with 61% concentrated 
on Presidents, Chair- 
men, Owners, and 


BUSINESS 


ONLY ONE Paesident 
TO A CUSTOMER 


A customer or prospect has enly one 
President. Experience proves he makes 
final decisions and directly or indirect- 
ly effects most volume purchases made by 
his company. 


The same customer has many others 
who effect purchasing. It is usually diff- 
cult to identify them all, and few budgets 
are big enough to buy the advertising cov- 
erage required to reach them. 


That is why advertising to Presidents, 
and major executives is so practical, Al- 
though it is important to advertise to all 
buying influences, do not overlook Presi- 
dents and top executives. They are the 
easiest to identify and can be reached eco- 
nomically by advertising. 


No other magazine concentrates such a 
high percentage of circulation among Presi- 
dents and titled officers as does DUN’S 
REVIEW. Nor does any other publica- 
tion so consistently devote itself to the eco- 
nomics and facts of business on which ex- 
ecutive decisions are based. 
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68 
‘New York News,’ Guild Sign 


A two-year contract affecting 
1,200 editorial and commercial de- 
partment workers has been signed 
by the New York News and the 
Newspaper Guild of New York 
(CIO). Wage increases follow a 
pattern set recently on other New 
York dailies and range from $3.50 
to $6 weekly with $1 extra for 
each night shift worked. Other 
benefits: Four weeks vacation for 
employes with 15 years service; 
eight annual holidays; increases 
in maximum severance pay. 


DANNER 


ADVERTISING AND PUBLICATION 


PRES PRINTING 


Akron, Ohic 
FRED W. DANNER — PRESIDENT 


‘Amicable Move,’ 
Foote Says of 
FC&B Separation 


(Continued from Page 1) 
Whether I'll start a new agency or 
join one already in existence I 
don’t know.” 


a “It was an amicable divorce,” 
Foote said of his parting with his 
partners; “sometimes those things 
happen in business.” 

Foote’s interest in the agency is 
generally believed to have been 
about 24% of the stock, the same 
amount as that held by Cone and 


To 4 


around a conference 


guys 
table 


with a fifth in the background 


@ Gentlemen, relax a moment and refuel. 


As XYZ Company’s Account Executive, you, sir, are 
concerned about a sales slump. Perhaps it’s only 
seasonal. Jn lowa, seasons do not slump, because the 
state’s $4 billion income is produced by agriculture 
and industry. While one business slackens, another 
speeds up; or rich harvests swell the farmers’ income. 


@ You, Mr. Research Director, may utilize 
unemployment figures to analyze markets. More than 
350 new industries have located in lowa since World 
War II, creating 23,000 new jobs. lowa ranks among 
the lowest trio of states in insured unemployment— 
2% against 5 to 7% for the nation—a statistic where 
it’s a pleasure to come in last. 


@ And what about radio, Mr. Radio 
Director? You've been saying all along that you don’t 
have to spend a million dollars. Especially in lowa, 
where t-l-v-s-n is just a poltergeist on the horizon, and 
radio starts its information-and-entertainment job at 
sunrise, 

@ Which brings us to you, Mr. Time- 
buyer. When you study coverage maps, please notice 
WMTland—the heart of the richest agricultural-and- 
industrial region in the nation. It’s a market worth 


reaching—19,100 square miles (within the WMT 2.5 
mv line) and over 1.1 million people. A one-minute 
Class A commercial (52-time rate) budgets at $27.00, 
which should be mighty interesting to both you and 
the fifth in the background—the sponsor. 

@ The Katz Agency man will provide full 
data upon request. 


Belding before the agency bought 
Foote’s share. The partners began 
by holding equal thirds, later sold 
portions of the stock to employes. 
Some informed people think Foote 
received nearly $1,000,000 for his 
FC&B stock, although none of the 
principals was willing to disclose 
details. 


ws In New York, M. Peter Fran- 
ceschi, vice-president and general 
manager of the office, told AA: 
“No executive changes have been 
made or are contemplated. Mr. 
Belding will spend more time in 
New York than he did formerly, 
but he will continue to maintain 
his headquarters in Los Angeles. 
Either he or Mr. Cone spends part 
of each month in the New York 
office. They exercise close super- 
vision over all of the agency’s op- 
erations, and both are active in the 
conduct of the business.” Mr. Fran- 
ceschi is also head of Foote, Cone 
& Belding International, a post he 
assumed when Foote took his leave 
of absence last spring. 

W. E. Berchtold, executive vice- 
president of the agency in New 
York, was in Hawaii and unavail- 
able for comment when news of 
Foote’s resignation broke. 


s The question of whether Foote’s 
resignation came in connection 
with possible future dealings by 
FC&B with American Tobacco Co. 


was flatly denied. “American To- 
bacco didn’t enter into it,” Foote | 
said unequivocally. Fairfax Cone, | 
on the West Coast for a regional 
meeting of the American Assn. of | 
Advertising Agencies, of which he | 
is chairman, told AA no FC&B man 
has ever discussed the matter with | 
American Tobacco, and there is| 
“not even a whisper of any such | 
discussions.” 
Foote’s resignation came after | 
the agency had taken in stride the | 
loss of American Tobacco and ‘a| 
serious shakeup in its international 
division. 
The New York office is said to be 
some $4,000,000 ahead of its 1949 | 
billings, and by year-end will 
probably bill as much as it did in 
the last year it had American To- 
bacco. The agency as a whole is 
said to be currently billing about 
16% more than last year, and by 
year-end will probably be 20% 
above last year’s $51,400,000. 


ws Foote’s rise in the agency was 
keyed to Lucky Strike. In 1938 he 
joined Lord & Thomas as assistant | 
account executive on Luckies, hav- 
ing previously worked for J. Stir- | 
ling Getchell. Before that he oper- 
ated his own agency in San Fran- 
cisco (Yeomans & Foote), and was 
with Leon Livingston Advertising 
Agency. 

Foote could get along with the 
irascible and brilliant boss of 
American Tobacco, George Wash- 
ington Hill. Within the year he be- 
came a full-fledged account execu- 
tive, then a vice-president, then a 
member of the board. By 1940 he 
was executive vice-president and 
running the New York office. 
Where other account men were 
caved in by Hill’s awesome per- 
sonality, Foote—trim, meticulous 
and hard driving—liked and re- 
spected him. 

Asked about how much counsel- 
ing the agency had to give Hill on 
copy, Foote gave a characteristi- 
cally candid reply: “Would you 
show Babe Ruth how to hold a 
bat?” 


w And while he was on the ac- 
count, Luckies took over the cig- 
aret lead and maintained it, con- 
sistently spending less than top 
competitors. Based on Curtis Pub- 
lishing Co.’s figures, Luckies spent 
$17,000,000 less than Reynolds, and 
$19,000,000 less than Liggett & 
Myers, during the period 1936- 
42 while it was rising from third 
to first place in sales. Further, 
FC&B was eventually awarded all 


of the account, when $3,500,000 in 
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NOW THERE ARE TWO—This photo of Emerson Foote, Fairfax M. Cone and Don 
Belding first appeared in the Jan. 17, 1944, issue of AA. It was taken as the three 
partners reviewed the successful operating statement of their first year in business. 


radio billings placed by Ruthrauff 
& Ryan for Pall Mall went to 
FC&B in 1946. 


@ In all, it was a $12,000,000 ac- 
count when—on March 25, 1948 
—a drawn and distraught Foote, 
nervously puffing a chain of Lucky 


Strikes, called a press conference 
and disclosed that the agency had 
resigned the account. 

It was probably the biggest ac- 
count resignation in history. For 
perspective; it might be recalled 
that in 1947 only 27 agencies in the 
U. S. billed as much, in total, as 


© National advertisers for years 
have had Burgoyne pretest 
their sales, advertising and pro- 
motion programs. The dozen 
Burgoyne pretest cities 
give you choice to fit your 
distribution and budget. 
Write today for proposal. 


e Busy PEORIAREA offers to 
pretesters $241 million retail sales 
. ++ 230% gain in decade with popu- 
lation up 18% to 249 million. One 
paper . . . PEORIA JOURNAL- 
STAR blankets the market. 
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the Lucky Strike account. 

The American Tobacco billings 
represented about one-half the 
yolume of the New York office; 
accounted for 150 FC&B employes. 


gs Even with this loss, however, 
FC&B was able to report a narrow 
gain in 1948, primarily due to the 
mushrooming volume of its Chi- 
cago office, which is Fairfax 
Cone’s fief. When FC&B was 
formed on Jan. 1, 1943, the mid- 
west office was far below New 
York in volume; it is now generally 
estimated that more than half of 
FC&B’s billing comes out of the 
Chicago office—which may well 
account for upwards of $27,000,000 
of the $51,400,006 total volume the 
agency had last year. 

In 1945, FC&B got ready to move 
into the international field, and 
picked as its international chief 
Col. Harry Berk. Berk—like all 
three of FC&B’s principals—was 
originally a Californian; he first 
met Foote when Foote was an 
accountant for a San Francisco 
Chrysler distributor and Berk was 
a reporter on the Chronicle. 

In 1949 the agency began to or- 
ganize offices in Mexico and other 
Latin American countries, as well 
as opening a Canadian office, and 
these too reported to Foote and 
Berk. But at the end of October 
Berk resigned and Emerson Foote 
took his place. 


s The domestic situation of the 
New York office seemed to contin- 
ue smoothly. Anahist, Glass Con- 
tainer Manufacturers Institute, 
Emerson Radio were added; the 
agency picked up additional Gen- 
eral Foods products, and some ac- 
counts—notably International La- 
tex—expanded promotion consid- 
erably. 

In April of this year, while most 
of the top brass in the advertising 
world were gathered at the twin 
conventions of the Four A’s and 
ANA, FC&B revealed that Emer- 
son Foote would leave the agency 
for a year, on a leave ‘of absence 
because of ill health. Belding 
would become president in his 
stead; Franceschi would take over 
as president of the international 
corporation. 

Approached by reporters, Cone 
had nothing to add to the state- 
ment. “That’s all there is to it,” 
he said, “Emerson has to have a 
rest.”’ 


ANPA Appoints 18 

to Mechanical Committee 
Edwin S. Friendly, president 

of the American Newspaper Pub- 

lishers Assn., has announced the 

following appointments to the 

enone mechanical commit- 


Leslie J. Griner, Detroit News, 
chairman; John L. Blake, Scripps- 
Howard Newspapers, New York; 
Leven T. Deputy, Dallas News; 
Edwin H. Evers, St. Louis Globe- 
Democrat; Harry Eybers, Salt 
Lake City Tribune-Telegram; B. 
F. Garrity, Gannet Newspapers, 
Rochester, N. Y.; W. E. Gibbons, 
Chicago Herald-American; Fred 
Gross, San Francisco Chronicle; 
Shields Johnson, Times & World- 
News, Roanoke, Va.; Stephen J. 
Lambert, Brooklyn Eagle; F. Rich- 
ard Lilly, Miami Herald; Charles 
R. McGuire, Minneapolis Star & 
Tribune; Joseph E. McMullen, 
Milwaukee Journal; John W. Park, 
Chicago Tribune; J. D. Raridan, 
Brush-Moore Newspapers, Canton, 
0.; W. Watson Southam, Southam 
Co., Montreal; Reg Tranter, Bos- 
ton Herald Traveler, and Earl R. 


Weiskittel, Vindicator, Youngs- 
town, O 
NBC Schedules Convention 


The fourth annual convention of 
the National Broadcasting Co. and 
affiliated stations will be held at 
the Greenbrier Hotel, White Sul- 
Phur Springs, W. Va., Oct. 18-20. 


Miss Bourbon Retires 


Miss Diana Bourbon has retired 
after 17 years as radio production 
head of Ward Wheelock Co., Holly- 
wood. 


Last Minute News Flashes 


Sinclair Refining Goes into Radio and TV 


New York, Oct. 13—To supplement its fall newspaper drive in 254 
newspapers covering 160 cities, featuring its new super-power gaso- 
lines (AA, Sept. 4), Sinclair Refining Co. contracted for news, enter- 
tainment programs and football broadcasts on radio stations in 17 ma- 
jor markets, and will use 3,575 spot announcements in 19 cities. In 
addition, spot television programs are being sponsored in Washington, 


Philadelphia, Chicago and Detroit. 


agency. 


Morey, Humm & Johnstone is the 


Woodworth Heads Radio-TV Business at LEM 


New York, Oct. 13—Harry Woodworth, formerly an account execu- 
tive with American Broadcasting Co., has been named business man- 
ager of the radio-TV department of Lennen & Mitchell. 


Ad Drive Opens Soon on County Fair Bourbon 


New York, Oct. 13—W. A. Haller Corp., Philadelphia, Publicker 
subsidiary, will launch an intensive two-month drive on its County Fair 
bourbon with four-color pages in seven magazines, breaking in Time 
Nov. 13, and b&w ads of various sizes in 220 newspapers starting early 
in November. In addition, outdoor will be used in Los Angeles and 
San Francisco, and transportation advertising in the New York area. 
A 15% price advance becomes effective on County Fair Nov. 1. Mon- 


roe Greenthal Co. is the agency. 


Trendex Rates Network TV; Other Late News 


e The first Trendex network TV rating report covering up to 20 mar- 
kets shows, for Oct. 1-7, these leaders: “Texaco Star Theater,” 60.2; 
P&G’s “Fireside Theater,” 44; “Godfrey’s Talent Scouts” (Liggett & 
Myers), 40.4; Lincoln-Mercury’s “Toast of the Town,” 39.2; “Godfrey 
& His Friends” (Toni, Pillsbury, Chesterfield), 34.7. 


e Markem Machine Co., manufacturer of industrial marking equip- 
ment, has named O’Brien & Dorrance, New York, to handle its entire 
account, effective Jan. 1. The agency already handles the British Da- 
pag marking equipment for which Markem is sole U.S. representative. 
The Markem schedule for 1951 will include 15 industrial and business 
publications, plus an extensive direct mail campaign. 


e@ Chesebrough Mfg. Co., New York, is sponsoring 30 minutes of the 
Saturday night Madison Square Garden events over DuMont. Time 
for Vaseline hair tonic was bought through Cayton Inc. 


e Edwards & Co., electric signaling devices, has switched its account 
from Hanly, Hicks & Montgomery to H. B. Humphrey Co., New York. 
H. O. Nadler, former account executive for Edwards at HH&M, re- 
cently joined the Humphrey agency as vice-president. 


e Sidney J.-Wolf, secretary and treasurer of Keystone Broadcasting 
System, Chicago, since 1941, has been elected president, a position 
which has been vacant for more than a year. Naylor Rogers, executive 
vice-president, has been made a member of the board of directors. 
Noel Rhys and Joseph Bayer have been named vice-presidents, and 
Arthur Wolf, secretary and treasurer. 


21 More Publications Announce Rate 


Increases; ‘U. S. News’ 


New York, Oct. 12 — Eighteen 
more publications have announced 
rate increases: 

Premium Practice & Business 
Promotion has increased its basic 
b&w page rate from $300 to $340, 
effective Oct. 1. 

China, Glass & Decorative Ac- 
cessories has raised its basic rate 
from $170 to $195, effective Oct. 1. 

Construction Methods & Equip- 
ment will increase its base rate 
from $410 to $465, effective Jan. 
1, 1951. 

Engineering News-Record will 
raise its base rate from $432 to 
$516, effective Jan. 1, 1951. 

Source Book of the Coin Ma- 
chine Industry has increased its 
rates on fractional pages as fol- 
lows: % page from $150 to $160; 
Yy page from $75 to $85, and %& 
page from $40 to $50. 

Corsets & Brassieres raised its 
base rate from $185 to $200, effec- 
tive as of Sept. 1. 

Lingerie Merchandising will 
raise its base rate from $340 to 
$380 Nov. 1. 

Electrical Construction & Main- 
tenance will increase its base rate 
from $400 to $450, effective Jan. 1, 
1951. 

Electrical West will raise its base 
rate from $264 to $300, effective 
Jan. 1, 1951. 

Electrical World will up its base 
rate from $410 to $460, effective 
Jan. 1, 1951. 

Flower Grower will increase its 
base rate from $660 to $695, effec- 
tive Jan. 1, 1951, and will increase 
its net paid circulation from 230,- 
000 to 240,000. 


s Popular Gardening will step up 
its guaranteed circulation from 
150,000 to 200,000 with its Febru- 
ary, 1951, issue and will raise its 
advertising rates 12.5% to 20%. 


Waits Until 1951 


Present base rate is $450. 

Electrical Wholesaling will in- 
crease its base rate from $300 to 
$345, effective Jan. 1, 1951. 

Electronics will raise its base 
rate from $435 to $485, effective 
Jan. 1, 1951. 

El Embotellador will lift its base 
rate from $200 to $240 effective 
Jan. 1, 1951. 

Rug Profits will increase its base 
rate from $216 to $255, effective 
Jan. 1, 1951. 

Glass Digest raised its base rate 
from $190 to $200, effective Oct. 
1, 1950. 

Journal of the American Veter- 
inary Medical Assn. will increase 
its base rate from $120 to $150, 
effective Jan. 1, 1951. 


w As announced earlier this year 
U. S. News & World Report will 
not increase its advertising rates 
for 1951 even though its circula- 
tion has gone up 50,000 or about 
14% above its 400,000 guarantee. 
However, the publication expects 
to announce an increase in rates 
during 1951, effective in 1952. 

Boot & Shoe Recorder raised its 
base rate from $300 to $350 on 
Oct. 1. 

The New York Herald Tribune 
increased its rates on all classi- 
fications of advertising about 6% 
Oct. 1. 

The Chicago Tribune raised its 
classified rates about 5% Oct. 1. 


Gin Account to Hoyt Agency 


Charles W. Hoyt Co., New York, 
has been appointed to handle the 
advertising for Nicholson’s Dis- | 
tilled London dry gin, distributed | 
in the U. S. by W. A. Taylor & Co. | 


Pittsburgh Newspaper Strike Keeps 
Major Dailies off the Newsstands 


SEEDS CELEBRATES—At Russel M. Seeds 
Co.'s housewarming in the Chicago agency's 
new offices in the Palmolive Bldg. are Harry 
H. Maus, vice-president, with two of the 
guvests—Mrs. Karl Dinnaver and Mr. Din- 
naver, manager of the ad department of 
W. A. Shaeffer Pen Co., a Seeds client. 


Inadequate Sponsor 
Identification Hit 


in FCC Memorandum 


WASHINGTON, Oct. 11—The Fed- 
eral Communications Commission 
today warned radio stations to be 
careful about the way they identify 
their sponsors. 

The commission says its rules 
require that the public know the 
name of the company with which 
it is asked to deal, or at least the 
recognized brand name of the 
product. 

The FCC said it objects to a re- 
cent tendency to identify a spon- 
sor with merely a description of 
the product or business. 

The commission said it has no 
objection to terms like: “Smith 
Stove Co. offers you...” or “Ajax 
Pens brings you...” It also gave its 
approval to identification through 
registered brand names like Lucky 
Strike, Duz or Rinso. 


ws However, it said it will not tol- 
erate such phrases as: “Send your 
money to Nylons, Box—” or “write 
to the Comb Man,” even where 
such descriptive terms “have been 
adopted by the selling agency as 
a convenient method for direct 
radio merchandising.” 

FCC also warned stations to be 
careful to identify sponsors of 
political broadcasts, and organ- 
izations contributing scripts, tran- 
scriptions, services or materials 
which go into any program on 
controversial issues. 


Thurman Barnard Elected 
Executive V. P. at Compton 


Thurman L. Barnard, vice-pres- 
ident and director of Compton Ad- 
vertising, New York, has been 
named executive 
vice-president of 
the agency. ‘With 
Compton since 
1945, Mr. Barn- 
ard has been 
supervisor for 
Procter & Gam- 
ble brands han- 
dled by the agen- 
cy and has par- 
ticipated gener- 
ally in the over- 
all management 
of the agency as 
chairman of the plans board. 

Mr. Barnard was executive di- 
rector of the Overseas Branch of 
the Office of War Information 
during World War II. Prior to 


T. L. Barnard 


Retailers Scramble 
to Use Community 
Papers, Radio, TV 


PitrsBuRGH, Oct. 11—Prospects 
for an early end to the mailers’ 
and truck drivers’ strike against 
the Pittsburgh Post-Gazette, Press 
and Sun-Telegraph appear to be 
fading, despite rumors of an im- 
| pending settlement. 

All three of the city’s major 
|newspapers have been off the 
| newsstands since Oct. 1, when the 
strike forced them to suspend pub- 
lication. About 2,500 persons em- 
ployed via newspapers now are 
idle. 

The unions involved in the dis- 
pute are the Pittsburgh Mailers 
Union, formerly an affiliate of the 
International Typographical Union, 
and Drivers Local 211, part of the 
International Teamsters Union. 
Both are AFL affiliates. 


a On Sept. 30, the publishers of- 
fered both unions a wage increase 
of 10¢ per hour and improved in- 
surance benefits. At noon yester- 
day, the ITU notified the mailers’ 
local that it had withdrawn their 
charter, because of the union’s re- 
fusal to obey an ITU order to re- 
turn to work and negotiate for a 
written contract. 

Radio stations have scheduled 
additional newscasts. Station 
WWSW hired members of the 
Post-Gazette news staff and 
doubled its news broadcasts, Sta- 
tion KQV added six extra five- 
minute newscasts and two extra 
15-minute newscasts daily. 


s Local retailers who use news- 
paper ads extensively were geared 
for heavy October sales when the 
papers suspended. As a result, 
both network and independent sta- 
tions have been almost sold out 
as the retailers scramble to find 
other media. 

Horne’s department store sched- 
uled 30 radio spots daily during 
the first week of the strike and 
carried a half-hour “Shopping at 
Horne’s” show on WDTV. 

Horne’s, Gimbel’s and Sears, 
Roebuck all distributed shopping 
newspapers last weekend. About 
200,000 copies of each shopping 
guide reportedly were printed. 


s Food stores in some cases used 
community newspapers, but most 
food outlets expected to handle a 
good volume despite the loss of 
daily newspaper ads. Part of their 
optimism can be attributed to the 
fact that stores in the Kroger 
chain also were closed by a strike. 
Theater box office revenue suf- 
fered, even though operators used 
radio spots and ads in neighbor- 
hood and shopping newspapers. 


Rules Against Lewyt Corp. 
in Health-Mor Suit 

The U. S. Supreme Court last 
week denied the petition by Lewyt 
Corp., New York, vacuum cleaner 
manufacturer, which had re- 


quested a review of a U.S. circuit 
court decision last May in which 
Lewyt was held to infringe on vac- 
uum cleaner patents of Health- 
Mor Inc., Chicago, manufacturer 
of Filter Queen vacuums (AA, 
May 15). 

The case now goes back to the 
district court for final proceedings 
to effectuate the judgment of the 
court of appeals. 


|Emery Ups McAdam 

| James McAdam, for the past 
| three and one-half years manager 
| of the Pittsburgh office of Emery 
| Air Freight Corp., has been ap- 
| pointed director of advertising. He 


J. D. Tarcher & Co. was the pre- | joining OWI in 1943, he was vice- | will move to the company’s head- 


vious agency. Hoyt now handles 
the advertising of all products dis- 
tributed by Taylor. 


president and director of N. W. 
Ayer & Son, in charge of the De- 
troit office. 


| quarters in New York. He joined 
| Emery in 1945 after his discharge 
from the Army. 
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-T-Pak Signs TV Show | over KPIX, San Francisco, by Par- 
Par-T-Pak Sig |T-Pak Beverage Co., Oakland, for 


“Kids’ Capers,” 30-minute TV 
ot eal Par-T-Pak beverages. Emil Rein- 
show, will be sponsored weekly hardt Advertising Agency, Oak- 
land, handles the account. 


The newly-organized publishers’ 
THE ARTKRAFT" SIGN €0.|| representative firm of Allen & 


antec? | Rutherford, 230 E. Ohio St., Chi- 
900 Kibby St. Lime, Saierv $a || cago, has been named to handle the 
US te oF 


Y 


midwestern advertising sales of 
Hotel Monthly, Evanston, Ill. 


Do you know how much 


SAN DIEGO 


ue e 8 

spends for “general merchandise”? 

San Diego County, located at | 
a the Southwestern tip of the 
- Syracuse, N. Y. United States, is the MOST 
; 500,000 IMPORTANT CORNER in 
$44, y the U.S.A. You can judge the 
H SIZE of the San Diego market 
Des Moines, lowa by comparing general merch- 

53,31 2,000 andise sales with other cities. | 
San Diego is an isolated mar- 
Hartford, Conn. ket, 125 miles south of Los 
Angeles, 33 miles greater than 
57,733,000 the one Sm from New York 
sewn to Philadelphia. San Diego has 
Louisville, Ky. itsown wholesaleand jobbing 

64,002,000 channels. It takes /oca/ sellin 
’ ’ 8 
: ‘ to sell San Diegans. 

ey Dayton, Ohio Just one newspaper buy... the 
a 55.119.000 San Diego Union and the Eve- 
: a? ning Tribune... po sanggpee 
your advertising dollars...and 
Omaha, Nebr. covers this busy MAJOR mar- 
48,893,000 ket thoroughly...at low cost. 


L Ask the West-Holliday man. 


SAN DIEGO, California 
$53,776,000 


Above figures from S.M. 1950 Survey of Buying Power represent 
the combined data on Dept. Stores, Dry Goods Stores, Variety 
Stores and General Merchandise Stores with and without food. 


UNION ond EVENING TRIBUNE 


Morning, Evening and Sunday. 
oe California's New Major Merk: 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO.., Inc. 


New York Detroit» Chicago+ Denver Seattle+ Portland+ San Francisco*Los Angeles 


i ie Cars 


We 


For 60 years, W. J. White & Co. 
has been producing color cards 


Got a color story to tell? Then 
show your actual colors with 


color chips. for the paint and other indus- 
| This bag of color chips from __ tries. See for yourself how glossy, 
; W. J. White & Co. will help you sparkling color chips can help 


build your color folder dummy. 
For your FREE bag of chips—just a note on your letterhead to: 


W. J. WHITE & CO. 
467 "AMSTERDAM, DETROIT 2, MICHIGAN 
Established 1890 ; 


you sell your colors. 


| National Nielsen-Ratings of Top Radio Shows 
Week of Sept. 3-9, 1950 
All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Programs (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,012) (7.4) (+1.3) 
1 6 Life With Luigi (CBS, Wrigley) ................ 5,902 14.5 +5.5 
2 * Lux Radio Theater (CBS, Lever Bros.) .......... 5,698 14.0 m4 
3 * Mr. and Mrs. North (CBS, Colgate) ............ 5,413 13.3 * 
4 12 Mr. Chameleon (CBS, Sterling) ................ 5,210 12.8 +45 
5 3 Mystery Theater (CBS, PD cdddsewssedcéend 5,088 12.5 +3.1 

6 * Truth or Consequences (CBS, Philip Morris) ...... 4,925 12.1 
7 * Father Knows Best (NBC, General Foods) ....... 4,803 11.8 bd 
& 4 Gangbusters (CBS, General Foods) .............. 4,762 11.7 +3.5 
9 9 Mr. Keen (CBS, Whitehall) ................006. : 681 11.5 +2.8 
10 15 Break the Bank (NBC, Bristol-Myers) .......... 4,640 14 +3.5 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,791) (4.4) (+1.5) 
1 * poy OD Fs ond ibn ovbe anes tvs ccave 2, m4 7.0 * 
2 1 Lone Ranger (ABC, General M.ils) .............. 2,72 6.7 +13 
3 * Armstrong of the F. B. I. (ABC, General Millis) * Seas 6.6 ® 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,872) (4.6) (+0.4) 
1 2 Romance of Helen Trent (CBS, Whitehall) ........ 3,215 7.9 +05 
2 1 Pie PRRs Gh ED dba vccdeucseccesccpecs 3,175 7.8 0.0 
3 3 Our Gal, Sunday (CBS, Whitehall) ............. 134 7.7 +0.6 
4 10 Arthur Godfrey (CBS, Liggett & Myers) ......... 3,134 7.7 +16 
5 5 Aunt Jenny (CBS, Lever Bros.) ................ 2,971 7.3 +0.8 
6 4 Pree 2,930 7.2 +0.6 
7 13 Pepper Young’s Family (NBC, P&G) ........... 2,930 7.2 +14 
8 ll Wendy Warren (CBS, General Foods) ............ 2,890 7.1 +11 
9 7 gee | ae 2,890 7.1 +0.9 
10 8 Right to Happiness (NBC, | hide eiya 2,890 pA | +10 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,140) (2.8) (-0.1) 
1 1 True —_ lvoe (MBS, Williamson) ...... 727 6.7 +0.1 
2 2 Shadow (MBS W Coal—Gr eee 2,401 5.9 —vU.2 
3 4 Martin Kane, private Eye (MBS, U. S. Tobacco) ..2,320 5.7 +11 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,994) (4.9) (0.0) 
1 2 Armstrong Theater e008) pans eensedbendesye bas 4,029 9.9 +13 
2 6 Junior Miss (CBS, Le WOE os ehdNs sueaveewe 3,460 8.5 +18 
3 Grand Central Station "CBS. PED Ge casccess 3,134 7.7 —0.1 


3 
*Not rated on previous report. 


Auto Service Group 
Launches Consumer 
Promotion Program 


Cuicaco, Oct. 11—Automotive 
Advertisers Council, representing 
the automotive “after-market” in- 
dustry, has launched the second 
portion of its campaign designed 
to build business for independent 
auto repair shops and other auto 
service retailers supplied by job- 
bers. 

The AAC program is endorsed 
by the Motor & Equipment Whole- 
salers Assn., National Standard 
Parts Assn., Automotive Engine 
Bebuilders Assn. and similar in- 
dustry groups. 

It is designed to meet the stepped 
up promotion programs of auto- 
mobile manufacturers and oil 
companies in the intensified post- 
war competition for auto replace- 
ment parts business. 


w First phase of the AAC pro- 
gram, launched last fall, was built 
around the slogan: “Get it from 
your jobber.” It was aimed pri- 
marily at auto service retailers 
and was designed to persuade them 
of the advantages of purchasing 
supplies and equipment from auto- 
motive jobbers. 

This year, the AAC wiil attempt 
to carry its story directly to car 
owners. The familiar slogan, “Care 
will save your car,” will be fea- 
tured in five point of sale posters 
stressing such ideas as safety, de- 
pendability, the importance of 
automobile tune-up, seasonal 
checks, etc. 

Twenty point of sale bulletins 
will accent brake, lubrication, 
anti-freeze, wheel alignment, oil 
filter, fan belt, spark plug, battery, 
cooling system and other services 
performed by auto service retail- 
ers. 


@ In addition, the council will 
supply jobbers with direct mail 
pieces, newspaper mats and radio 
spot announcements in a package 
promotion kit. The jobbers, in 
turn, are expected to sell their 
retailer customers on using the 
promotion materials. 

A 12-page instruction booklet 
also has been prepared by the 
AAC to emphasize the potential 
service market and the steps which 
auto repair and service establish- 
ments must take to secure and 
keep a share of the business. 

In presenting the consumer ad- 


vertising program to industry rep- 
resentatives here yesterday, Wal- 
ter A. Kirkpatrick, chairman of 
the AAC industry-wide advertising 
committee, appealed for increased 
support from manufacturers and 
jobbers. 


a “Too many manufacturers,” he 
declared, “have given the program 
lip service. We should seek to in- 
terest two or three times the num- 
ber of manufacturers now cooper- 
ating and should attempt to secure 
their active support.” 

There are approximately 3,000 
rnanufacturers and 10,000 jobbers 
in the automotive replacement 
parts industry. To date, about 150 
manufacturers and more than 
1,250 jobbers have enrolled in the 
program in both the U.S. and Can- 
ada, 


McCann Moves Branch 

The Los Angeles office of Mc- 
Cann-Erickson will be moved, ef- | 
fective Nov. 1, to the General ' 
Petroleum Bldg. | 


a 
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490,000 Pre-Print 


Copies of ‘Life's’ 
War Book Are Sold 


New York, Oct. 13—Life last 
week released its “Picture History 
of World War II,” with the “largest 
first printing in the history of 
book publishing.” 

The 368-page Life-size book has 
been in the works since March, 


| with 18 staffers working on it, 


It was printed during “down time” 
on the magazine’s presses. 

Some 490,000 copies were sold 
before publication—all by direct 
mail or through mail order ads in 
Time and Life. The promotion of- 
fered the $10 book (also avail- 
able in a deluxe $12 edition) for 
$7.95. 

It is the magazine’s first attempt 
at book publishing. Simon & Schu- 
ster will handle the book through 
the book trade. 


Apex Offers Dealer Films 


Apex Electrical Mfg. Co., Cleve- 
land, has prepared a special ad- 
vertising program featuring movie 
shorts and TV films. Thirteen color 
film playlets and six 20-second TV 
films will be available to Apex 
dealers throughout the country. 
Apex products featured include 
dishwashers, clothes washers, 
ironers and a garbage disposal unit. 
The program has been prepared by 
= & Fewsmith Inc., Cleve- 
and. 


Kirsch Beverages Ups Drive 


Kirsch Beverages Inc., New 
York, in a much expanded cam- 
paign, is using leading metropoli- 
tan dailies to supplement its ““Mar- 
vin Elliott and the News” radio 
program, heard Sundays at 11 p.m. 
over WOR, New York. A TV spot 
campaign also is being planned. 
Grey Advertising Agency, New 
York, handles the account. 


Zitf-Davis Names Culligan 
Joseph Matthew Culligan, for- 
merly manager of the home build- 
ing department of Good House- 
keeping, has been appointed as- 
sistant advertising director of Ziff- 
Davis Publishing Co., New York. 
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SPONSOR SURROUNDED—Honored visitor at the Don Lee network affiliate sales 

meeting was F. H. Merrill (seated, center), president and general manager of White 

King Soap Co., Los Angeles. Others are Edward Douglas Jr., assistant general 

manager of White King; Ward Ingrim, vice-president of sales for Don Lee; Lewis 

Allen Weiss, who has resigned as chairman of the Don Lee board; and John 
Blair, John Blair Co. 


DuMont Buys Telecast 


Allen B.-DuMont Laboratories, 
Passaic, N. J., is sponsoring the 
first hour of the Saturday night 
telecasts from Madison Square 
Garden over DuMont Television 
Network. This series will run 
through March 31. Campbell- 
Ewald Co. is the agency. The set 
manufacturer also is tarrying a 
20-minute show preceding the 
Notre Dame games over DuMont. 


CBS Shifts Robert Wood 


Robert Wood, a member of the 
sales service department, Columbia 
Broadcasting System, New York, 
has been shifted to the network’s 
station relations department. 


Tyack Joins McCarthy 

William M. Tyack, formerly 
account executive of Wortman, 
Wilcox & Co., has joined Ray Mc- 
Carthy Advertising Service, New 
York, in the same capacity. 


Jack Haskell Joins KTTV 

Jack Haskell, formerly with 
WTTG, Washington, and WBCC, 
Washington, has joined the sales 
staff of KTTV, Los Angeles. 


VATED Spa 


(DUUTH-SUPERIOR) 


VOW / 
710 KC. - 5000 WATTS 


INCREASED COVERAGE 
NO INCREASE IN RATES 


NATIONAL REPRESENTATIVES: 
Free & Peters, Inc. 


Tracy-Locke Named 
to Handle Ad Drive 
for Texsun Citrus 


WEsLACcO, Tex., Oct. 12—Texsun 
Citrus Exchange has appointed 
Tracy-Locke Co., Dallas, to handle 
advertising for all Texsun divi- 
sions, including fresh fruit, canned 
juices and fruit, orangeade, citrus 
pulp and meal. 

Sixteen agencies initially solic- 
ited the account, which formerly 
was handled by W. B. Geissinger & 
Co., Los Angeles. The company re- 
duced the list to four, through a 
detailed questionnaire which in- 
quired into each agency’s food ex- 
perience, service facilities, execu- 
tive personnel, etc. 

On the eve of the formal pre- 
sentations by the four “finalist” 
agencies, Lorne Hamme, Texsun’s 
general manager, Dorsey Cott, 
sales manager of the fruit divi- 
sion, and Roger Swan, advertising 
manager, took the agency men 
across the border to Mexico for a 
dinner party. 


ain addition to Tracy-Locke, 
formal presentations were made 
by Ruthrauff & Ryan, Rogers & 
Smith and Bauerlein Inc. 

Prior to the freeze which dam- 
aged the Rio Grande Valley citrus 
crop in 1949, Texsun grapefruit 
juice was one of the largest selling 
brands in the country. 

According to Clay Stephenson, 
executive vice-president of Tracy- 
Locke and account executive on 
Texsun, production of Texas 
grapefruit and oranges “is now 
back to approximately 55% of nor- 
mal, with prospects bright for 
future production. Aggressive pro- 
motion of the Texsun brand, in 
both fresh fruit and canned prod- 
ucts, is planned.” 


Olin Buys Into Harwid 


Olin Industries Inc., New York, 
has purchased a substantial in- 
terest in the Harwid Co., Cam- 
bridge, Mass., manufacturer of 
polyethylene film, a new plastic 
material used for packaging fro- 
zen foods, soap and small machine 

rts. Olin’s interest in polyethy- 
ene will complement its sale of 
cellophane. There will be no 
change in the present Harwid man- 
agement or sales distribution. 


Joins Ewell & Thurber 


James T. Cunningham, formerly 
copy chief and publicity director 
of Casmir Advertising Co., New 
York, has joined the copy staff of 
eel & Thurber Associates, To- 

O. 


Starts New Service 


Irving M. Zimmerman, formerly 
With Latham Process, has opened 
a new graphic arts service, the 
Burton Press, at 158 W. 23rd St., 
New York. 


“Confusion now hath made his masterpiece” 
Shakespeare (of course) 


y) 
V4, 
Trust the immortal Bard to pre-label one of Vp Us 
the most impossible creatures ever conjured up 
by modern brain: The National Reader. 
Actually each reader is a local reader .. . 
interested most in persons, places and events 
that are closest to him. 
e 
The extra effort of LOCAL Editing pays off 
. . . for the reader . - . for the advertiser 
Readers get what they want in the Greater readership means greater adver- 
Locally-Edited Magazines ... we have tising value . . . you have success stories 
readership figures to prove it! to prove it! 
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LOUISVILLE COURIER-JOURNAL e 
° THE NASHVILLE TENNESSEAN 
* NEWARK NEWS . 
; NEW ORLEANS TIMES-PICAYUNE-STATES 
° Twelve weekly newspaper magazines featuring The Local SALT LAKE CITY DESERET NEWS 
. Touch for highest reader interest, greater advertising valve. SAN ANTONIO EXPRESS 
° TOTAL CIRCULATION: OVER 2,750,000 COPIES WEEKLY WF. WHS CRESS ComEeENS 
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The way to get retailers 


THE volume and distribution you » 


get in today’s market depend large- 
ly on your ability to convince 
retailers that they can make more 
profit on your brand than they can 
on a competitor's. Retailers want 
to stock the brands which their 
customers want to buy. 

More than ever before, adver- 
tising must be relied on to sell the 
customer before she goes to the 
store. To give meaning to a dealer 
franchise, it must build a consumer 
franchise —a significant share of 
consumers’ repeat buying relatively 
immune to the tactics of competi- 
tion. 

To meet the changed situation, 
the Chicago Tribune has developed 
a sound procedure that can build 
a stronger market position for your 


brand. The Tribune plan is based 
on actual selling experience at the 
retail level. It earns larger store 
inventories, better store displays 
and faster turnover. It enables you 
to cash in on the growing trend 
toward self-service and fewer 
brands per line per store. 

Highly productive in Chicago, 
the plan can be utilized in any 
market. It will win the enthusiastic 
support of your sales staff and 
distributive organization. De- 
signed for immediate sales volume, 
it provides a base for sound ex- 
pansion. 

If retailers are hesitant about 
stocking or pushing your line, here 
is a way to improve the situation. 
Without resort to discounts, deals, 
premiums or cut prices, it can 


to stock and push your brand 


~The Chicago [ribun 
Consumer-Franehise Plan! 


boost your volume to meet the 
requirements of today’s higher 
break-even point. 

Whether your product is a con- 
venience item or a big unit, you 
can take advantage of the con- 
sumer-franchise plan. The plan is 
of particular interest to executives 
who bear the responsibility of get- 
ting immediate sales and to those 
concerned with long-range plan- 
ning and continued company 
growth and profit. 

A Chicago Tribune represent- 
ative will gladly tell you how the 
consumer-franchise plan can 
be applied to help you get a 


larger share of today’s buying.: 


Ask him to call. Why not do it 
while the matter is fresh in your 
mind? 


CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune representatives: A. W. Dreier, 1333 Tribune Tower, Chicago I1; E. P. Struhsacker, 
220 E. 42nd St., New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 
155 Montgomery St., San Francisco 4; also, 1127 Wilshire Blvd., Los Angeles 17 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC, 
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